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Over 105 million sales calls 


on homeowners and craftsmen in the next 12 months 


It’s the most extensive pre-selling campaign in 


Only Lufkin offers this much ad support. 
During the next year, your neighbors will see 
an average of one Lufkin ad a month in Look 
or the Post. They’ll see Lufkin in Popular 
Science and Popular Mechanics. Craftsmen will 
see Lufkin in Carpenter and Practical Builder. 


WHY STOCK TWO 
WHEN ONE WILL DO-/F IT'S... 


the measuring-tool field .. . tie in with it by 
displaying Lufkin measuring tools prominently. 
Use Lufkin in-store display helps . . . and be 
sure you’re stocked with Lufkin merchandise. 
It’s the name customers will be looking for. 


UF, 


SAGINAW, MICHIGAN 
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Glittering metallic tones 


...also in BUA Series 


A new approach to metallics with 

rich gold-chip styling through the full 
thickness of the tile... an exclusive destined 
to put “gold” in your pockets! 


VM-831 Grecian Gold VM-832 Athenian Gold 


AZROCK FLOOR PRODUCTS DIVISION 


Specialists in the manufacture of vinyl asbestos tile and asphalt tile flooring 


UVALDE ROCK ASPHALT CO, ¢ 594D FROST BANK BLDG. ¢ SAN ANTONIO, TEX, 
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RUBEROID SELF-SEALING 
ASPHALT SHINGLES put the sun to 
work for you. The sun’s heat bonds 
each shingle to the one beneath. No 
leaks. No trapped moisture. Written 
wind warranty. Unique features save 
application costs. 





ROOFING 





RUBEROID LOK-TAB ASPHALT 
SHINGLES give you a big edge over 
competition. They’re easy to apply 
and almost impossible to blow off. 
Concealed tabs lock each shingle in 
place. A written wind warranty helps 
you sell. 


RUBEROID TITE-ONS interlock 
into a continuous one-piece roof the 
strongest wind won’t budge. The 
handsome basket-weave pattern is 
ideal for new roofs, or can be applied 
right over old roofs. Goes up in no 
time at all. Written wind warranty. 


For more information see your Ruberoid representative or write: 
The RUBEROID Co., 500 Fifth Ave., New York 36, New York. 


RUBEROID ) 


HELPS YOU BUILD...BUSINESS! 
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Something To 
Think About. . . 


¢ The story in this issue of Dealer Sales 
Control involving land, component fab- 
rication and mortgage financing services 
from Townsend Sash, Door & Lumber 
Co. has special significance because of 
the company’s location. It’s in Lake 
Wales, Fla. 


Here’s a region that has been enjoying 
a business boom for many years. But in 
many instances, suppliers other than re- 
tail lumber dealers have reaped the ben- 
efits of the boom. 


There was and is substantial building 
development, but the market has gradu- 
ally slipped away from many building 
materials supplied by established lum- 
ber dealers. 


“In our area,” president Townsend 
said, “practically all of the houses are 
of masonry construction, mostly con- 
crete block. They have concrete slabs, 
tile or terrazzo finish floors. The ready- 
mix people sell reinforcing steel and 
masonry cement and other products for- 
merly supplied by conventional lumber 
and building materials dealers.” 

As one of the largest and oldest lum- 
ber and building material concerns in 
the region, Townsend’s applied “DSC” 
through company-sponsored subdivisions, 
mortgage financing and truss fabrica- 
tion. 

“The articles that have appeared in 
A. L. & Building Products Merchandiser 
have been an inspiration to us,” Town- 
send declared. 

The success of this firm in the face of 
new types of competition is a clear case 
of how Dealer Sales Control can be ef- 
fectively applied. 

There’s not a single area or market 
where management of retail yards can- 
not retain control of the building busi- 
ness, if an aggressive sales policy in- 
volving land, fabrication, finance and 
service is created. 


WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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New Profit Companion for Kaiser Rib Roofing 
—at lower cost to dealers! 


Ask your supplier of aluminum rib roofing for prices 
and samples. If he hasn’t stocked Rib Stylux yet, 
write us... we'll be glad to send you complete details. 


Now you can feature handsome, money-saving sky- 
lights with your aluminum rib roofing, and boost 
your sales appeal and profit on every job. 

New Rib Stylux panels are shaped exactly like the 
roofing panels, and are priced to dealers at less than 
any skylight available before to match rib roofing! 

Rib Stylux panels fit right in with the shape and 
size of all widely-sold brands of aluminum rib roof- 
ing. They bring diffused, natural light into farm, com- 
mercial and industrial buildings, cut lighting costs, 
make work easier. They are shatter-proof, weather- 
tight, long-lasting, easy to install. 

Wide width of Rib Stylux gives 4-ft. coverage... 
lengths are 8-ft., 10-ft. and 12-ft. to match roofing. 





Have you taken advantage of Stylux® opportunities? 
These top quality translucent panels are proving to 
be a valuable promotional product for dealer sales. 
Popular styles, with 242” and 14%” standard corruga- 
tions, are also available in a wide choice of decorator 
colors for patios, canopies, carports, room dividers, 
fences and many other uses. Write for samples, sales 
aids and the name of your nearest distributor. 











BY BUTLER | ®@ 
PLASTICS DEPARTMENT—BUILDINGS DIVISION ¢ BUTLER MANUFACTURING COMPANY « Dept. 101, 7400 East 13th Street, Kansas City 26, Missouri 
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PERSONAL VIEWPOINT 





Spying for Profit 


This fast-changing industry is largely discarding its traditional lone 
wolf approaches to doing business. From dealer on through to manu- 
facturer, there’s a feverish interest in what the other man is doing and 
will do tomorrow. 


Perhaps spying is a harsh word. Surely there is nothing wrong in a 
retailer visiting yards across the country before he makes a major move 
into components or one-stop remodeling. In a sense, we do the same 
thing when we describe smart operations in this magazine. 


One point we'd like to make is that visiting dealers rarely are thrown 
out on their ear. There’s a growing sense of co-operation and a mutual 
exchange of views. Our reporters occasionally are still regarded as 
“spies,” there are refusals to “keep the competitors in the dark,” but 
not too many. 


Manufacturers are a bit more cagey. Their profits are tied to higher- 
margin new products with tight secrecy at least attempted. The attempts 
usually fail with both competitors and the press aware of new items 
months before the introduction. This largely explains the growing cozy 
relations between the producers of some basic lines which are only 
soured by the watchful eye of the Federal Trade Commission. 


There is just one problem connected with all this friendly confabing. 
It is only fair to state that sometimes the blind leads the blind. Re- 
cently, for example, a dealer told us he had faithfully patterned his 
remodeling operation after that of another presumably successful re- 
tailer in another state. Less than 90 days later the copied dealer went 
out of remodeling, ruefully admitting he never made a dime. 


For protection, this magazine is carefully monitoring all its features 
for authenticity and the true facts. Realizing their responsibilities, 
NRLDA and affiliated associations are also intensifying the screening 
of all speakers on convention programs. 


The ultimate solution calls for broad industry marketing research 
for methods proven by hundreds of examples. Only then can one 
proceed with confidence. 


As an example, we recently assisted American Home magazine 
research the needed dealer service for an efficient remodeling opera- 
tion. Out of this came a proven business profile of 750 dealers which 
graphically shows what it takes to succeed in home improvement. 


In the home building field we are encouraged to see growing co- 
operation between the National Retail Lumber Dealers Association and 
the National Association of Home Builders. Meetings have been held 
to discuss components, merchandising and elimination of obsolete build- 
ing codes. From these friendly conferences, we can see authentic rec- 
ommendations reflecting the views of thousands of builders which can 
be most helpful to retailers. They will be more reliable than the cursory 
views of only a few dealers or builders. 


The examples cited are only a beginning. Similar reliable projects 
should begin with the hardware industry to establish inventory and 
turnover standards for the building material retailer. What has been 
done for the hardware dealer doesn’t translate successfully for this 
industry without considerable fumbling. 


Then the lumber producing industry should expect very soon some 
aroused delegations to discuss nominal lumber sizes and uniform pack- 
aging for materials handling. Here again, the contacts with the mills 
will be made only after careful study of a broad sample of customer 
opinions. The NRLDA materials handling committee has already made 
a good start in developing standardized shipping sizes, as reported on 
page 29. 


Gordon J. Lawler 





FEW MAJOR LUMBER PRODUCERS missed the implications last month when U.S. 
Plywood announced the purchase of their second component plant on the 
west coast. Any lingering doubts evaporated with the USP statement "we 
plan to establish additional units in major marketing areas." 





Stressed=-skin panels to be produced by USP include studs, facing on 
both sides with plywood and a filling of the void with insulation. 
Altogether a tidy package adding up to lots of footage. One of the 
bigger forest products producers has been having midnight sessions with 
key executives planning strategy to combat USP. They are talking 

about buying established firms to round out their product mix. Also 
becoming financially interested in component operations now successful 
but pressed for working capital. 











EXPECT A RASH OF NEW PRODUCTS in late August and September. They come mostly 
from the commodity producers battling for a bigger share of footage 
items--sheathing, siding, underlayment, etc. While talking quality, 
we note most of these items are really a cut below long-established basic 
minimums. Answering the charge, manufacturers talk of "overspecifying in 
the past. . .Why have excess strength when it really isn't needed, etc." 





WHOLESALER-DEALER MERCHANDISING as a team, described in the last issue, has 
boomed mail, questions. Answering one repeated query this is a new 
development, not widespread with many jobbers. Still the wholesalers 
net profits in 1959, about 1.3% after income taxes for one group, 
indicates it might be forced on jobbers. Such joint merchandising is 
widespread in hardware, drugs, food, auto supplies, etc. It becomes a 
simple matter of facing joint survival, increasing profits for both 


dealers and jobbers. 











AUTO INDUSTRY has been surveying home building in recent months. There 
is fairly strong evidence that one of the bigger producers spent at least 
$500,000 after noting the rising trend to factory-made house components. 
We learned the top brass found the report amusing, intriguing, because 

it was far from complimentary from the viewpoint of plant efficiency, 


distribution. 








FUTURE FOR SMALL BUILDERS is still bright according to John F. Long, 
Phoenix, who last year built 2,577 houses. Long commented recently, 

"I cannot see the large-volume builder forcing the small-volume builder 
out of business in any way. I see places for both in this industry and 
through the advancing methods of construction, I believe many will become 


large-volume builders." 


Long emphasizes components on all the homes he builds himself. He has 
been experimenting with both foam-core panels and masonry components. 
He feels components will help small builders cut their cost, increase 


their capacity. 





CASH AND CARRY continues to gain new converts, often turns up in many modi- 
fied forms. The latest is a new Southern chain which plans 144 franchised 
stores across the South. They will be all strictly 2-man units. Mean- 
while, a Ohio lumberman, who switched from conventional to C&Ca 
year ago, reports a healthy 6% net and it's still growing. Watch 
early issues for details. 
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“House on stilts,”” Los Altos Hills, California 


New house has no outside walls 


‘Weather screens’’ of a remarkable new structural material- 
Roddis Phenolic Timblend-are used instead ! 





This remarkable “house on stilts” seems poised in the air 
as it juts out from its California hillside site. But it’s solidly 
supported by a special steel framing system. 

Builder, William Roth, and Architectural Firm, Johnson- 
Hawley & Associates, wanted a feeling of spaciousness in- 
side too. So they dispensed with conventional outer walls. 
Instead they used a unique screening of weatherproof Phe- 
nolic Timblend (Roddis’ exclusive man-made board) that 
protects against wind and rain. Without adding bulkiness 
or excess weight. 

Phenolic Timblend was chosen for other reasons too. It’s 
exceptionally strong and dimensionally stable. Virtually 
warp-free. It takes and holds paint . . . beautifully. With 
Phenolic Timblend there’s no checking, no knots, no grain 
raise. 

If you are interested in learning more about this amazing 
new wood product send for a free sample and our Phenolic 3 ; 
Timblend bulletin. Write: Roddis Plywood Corporation, Be nies sagliaren ebay ea oats 
Marshfield, Wisconsin. Phenolic Timblend bulletin. 
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KEEP YOUR TRUCKS ON THE ROAD 
AND OUT OF THE SHOP! 








NO INVESTMENT...NO UPKEEP 


_ LEASE HERTZ} 





Now, with Hertz Truck Lease Service, you can get 
your trucks out of the repair shop for good—and 
keep them back on the road full time. Forget about 
repair problems. When you lease from Hertz, trucks 
are kept in top operating shape with a proven pre- 
ventative maintenance program. And, with Hertz 
Truck Lease Service, your capital is released for vital 
business improvements. 


Hertz will give you cash for your present trucks. 
You get new GMC, Chevrolet or other sturdy trucks 
of your choice —all bearing your company identifica- 
tion —all custom-engineered to your specifications. Or 
your present trucks can be reconditioned and leased 
back to you. Either way, you’re out of the truck and 
repair business. And you’re back in your business 
full-time with new found capital that’s ready to work. 


Just one budgetable check per week includes these 
Hertz services: complete truck maintenance, garag- 
ing, washing, licensing, insurance and emergency road 
service. Hertz will also provide replacement trucks 
when needed —and extra trucks for peak periods. 


Hertz gives you more—much more! You benefit from 
the experience of the oldest, most respected name 
in truck leasing. You benefit, too, from the con- 
venience and efficiency of fully-staffed, fully-equip- 
ped Hertz local truck stations throughout the U. S. 
and Canada. Call your local Hertz Truck Lease 
office for details. Or write for this booklet —“‘How 


To Get Out of the Truck Busi- 
HERTZ 


ness’’—to: HERTZ TRUCK 
“EASE, Dept.T718, 660 Madison 
res ge Om: TRUCK LEASE 


Ave., New York 21, N.Y. 





July 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





DAY OR WEEK 
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HERTZ ALSO RENTS 
TRUCKS BY THE HOUR, 


Four questions— 


ONE ANSWER 





Do you want the housing business 


in your area? 


Do you want to increase your present 


protits 25%? 


Do you want to help your builders 


solve their skilled labor shortage? 


Do you want to be the home building 


center of your community? 


-P-B COMPONENTS 





Homasote Company knows that the 
retail lumber dealer’s answer is YES— 
to all four of these questions. And 
Homasote has the other answer ready 
... the know-how to achieve what the 
questions promise. 


There are 24 years of know-how tied 
up in the package known as P-B Com- 
ponents. (No other firm can offer com- 
parable experience in this field.) Here 
is a merchandising plan tailor-made for 
the prosperity of the retail lumber dealer. 

P-B Components are all custom-built 
—to fit any plan the builder, architect 
or owner requires. The owner does not 
need to buy a stock model, in order to 
save some money. He gets the house 
he wants — and he gets it in three to 

four weeks’ time. 


P-B Components are built by your 
materials distributor—with great econ- 
omies due: (1) to the elimination of 
many unnecessary handling costs and 
(2) to his far larger volume discounts. 
You sell these components (and many 
other items you carry) to builders and 
home owners and make your normal 
profit. You do not stock these parts— 
they are delivered direct from the dis- 
tributor to the building site. You have 
no investment to make in expensive 
equipment — and you add no skilled 
labor or supervision costs to your over- 
head. You can actually decrease your 
inventory by not having to stock the 
materials in the P-B Components. The 
price at which you sell to the builder 
saves him at least 15% —plus 23 days 
of building time per house. 
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To save money in conventional building —send us your 
blueprints for a free Cost-Reduction Analysis. They 
will be returned with an engineering report on the sav- 
ings you can make with Homasote Materials. Homasote 
Board-and-Batten and Grooved Vertical Siding con- 
struction are lower in cost than anything else you can 
use currently for exterior walls. 








\S!Ow 


Cones? 


The home owner gets top-quality 
construction, with standard materials 
throughout. P-B floor components, in 
sections of approximately 100 sq. ft., 
include joists, headers, insulated under- 
flooring and factory-finished hardwood 
flooring. The exterior wall components 
have either the sheathing and/or exte- 
rior finish applied and the finest of all 
drywall (Homasote) on the interior. 
The interior partition components come 
with the same drywall on both sides, 
Wall components are generally room 
size or longer. Ceiling components com- 
bine joists, strapping and Homasote 
ceiling panels. Roof components are 
made up of rafters, ridge, eave and 
insulated sheathing. 

Furthermore, we have a pricing book 
which will enable you to arrive at the 
cost of P-B Components for almost any 
home in 30 minutes! 

This book is available, without 
charge, to dealers who want to sell P-B 
Components. Write us for complete 
details and the name of your nearest 
P-B Components distributor. Please 
mention Department G-9. 


Ti~X¥ 
‘ere HOMASOTE coves 


Trenton 3, New Jersey 


Homasote of Canada, Ltd., 224 Merton Street, Toronto 7, Ontario 
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Superior mechanical strength: 
Over 200 high flying pounds safely 


suspended on a single screw hook 
driven into the edge of this X” Formica 
Flakeboard sheet. Proof positive of 
the superior screwholding power 
resulting from Formica’s balanced 
$-layer construction! 





Formica Flakeboard is the finest 
underlayment for decorative laminates 
because: (1) It’s designed and 
manufactured especially for use with 
Formica decorative laminates and 
adhesives, (2) It’s made of fresh-cut, 
debarked timber and impregnated 
with resins developed by Cyanamid’s 
world renowned scientists. (3) It’s 
unequalled for screwholding power, 
internal bond strength, smooth 
surface and machinability. 








Test new Formica Flakeboard at 
our expense, Write today for free 
sample (cut from regular production- 
run boards, not specially treated ). 
Formica Corporation, a subsidiary of 
American Cyanamid, 4652 Spring 
Grove Ave., Cincinnati 32, Ohio. 





NOTE: Formica Flakeboard is not available 
on the West Coast. 


see it in action 
Formica Flakeboard color movie just 


released. Write for showing by your 
local Formica representative. 


free = Mi 


demonstration 
and samples 


Write for free sample and 
a dramatic demonstration 
of Formica Flakeboard 
properties before planning & - a product of 
your next decorative bay 

minate installation, 
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The Pacific Lumber Company is proud 
to announce a significant advance in 


lumber manufacture: 


PALCOTE “= REDWOOD 


Our famous Architectural Quality Red- 








wood, now available factory-finished with 
high-grade exterior primer in neutral 


color, plus water-repellent back primer. 


DEVELOPED THROUGH 


PALCO: RESEARCH 
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Wrapped in heavy plasticized 
paper for maximum protection, PALCOTE 
siding and pattern redwood means extra 
profits for you, offers your customers the 


ultimate in building materials; saves 





construction time and up to 40% in fin- 
ishing costs. Get the full story on money- 
making, money-saving PALCOTE RED- 
WOOD today...write, wire or phone: 


PALCO 


THE PACIFIC LUMBER COMPANY 
Mills at Scotia, Eureka, and Elk, California 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, Ill. 
2185 Huntington Dr., San Marino 9, Calif. 


PALCO—over 90 years of leadership built by 
people, plant, product 
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BARRETT STORM-KING’ SELF-SEALING SHINGLES 


Struggling, juggling, sticking are out when this 

self-sealing shingle is on the job. Barrett “Storm-King” 
asphalt shingles are all packed face up—with no paper 
Strips for roofers to remove. They go up in hours, stay sealed 
for years. No costly call backs. 


For samples and full information, call your Barrett representative, or contact 
us direct. District Sales Offices: Birmingham, Boston, Charlotte, Chicago, 
Cleveland, Houston, New York, Philadelphia, St. Paul. 

BARRETT IS OUT TO HELP YOU... increase your sales to the roofing trade and 
home-owners with building materials like Bar-Fire} ‘Class A” and other 
asphalt shingles, pitch and asphalt built-up roofings, roll roofings, flashings 
and drains, roof insulation, protective coatings, aluminum siding. 


*?Trade Mark of Allied Chemical Corporation 


llied 
BARRETT DIVISION pa 


40 Rector Street, New York 6, N. Y. 
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—says Trinity White Dealer S. A. Maksik 


“...We have a very active demand for Trinity White and 


most of our deliveries to our customers are made by truck 


direct from the boxcar. We like the fast growing market 


for Trinity White and last but not least we like to do 


business 


S. A. MAKSIK, Pres. 
ADOBE BRICK 
& SUPPLY CO. 


Hollywood and 
West Palm Beach 
Florida 
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Chattanooga 
Dallas 

Fort Worth 
Houston 
Fredonia (Kan.) 
Jackson (Mich.) 
Tampa 

Miami 


Los Angeles 





with the Trinity White people” ..--. 


A product of 
GENERAL PORTLAND 
CEMENT CO. 


Chicago 
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Autumn Brown 
Sequoia Red 
Driftwood Gray 


Clear Water Repellent 


White - Neutral Prime 


NEW SIMPSON LIFECOAT REDWOOD SIDING 
INCREASES SIDING SALES AND PROFITS 


Expand your siding markets with Lifecoat... 
an exclusive factory process which bonds a 
high quality prime coat to top grade, 

Certified Kiln Dried redwood siding. Lifecoat 
eliminates need for back priming, can be 
installed in any weather. Customers save up to 
40% in finishing costs. Six finishes to choose 
from, available in all standard patterns and S4S 
for fascia and trim. Packaged for greater 
handling and storage convenience. 

See your lumber supplier for full details or 


send coupon on inside pages for information. R J yy) W 0 0 D 


Member of California Redwood Association 





Created by Simpson for Families with Children 


LIFECLAD PREFINISHED PLYWOOD AND DOORS 
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SATURDAY EVENING POST 
HOUSE BEAUTIFUL, PARENTS 
and BETTER HOMES & GARDENS 


YOUR CUSTOMERS WILL PREFER LIFECLAD’S 
PERMANENT BEAUTY.... 


Lifeclad prefinished plywood and matching doors have the rich 


warmth of hand rubbed wood, yet cost far less. Lifeclad’s tough 
grained finish does not fade or discolor . . . wipes clean without 
a trace! Builders, remodelers and do-it-yourselfers can select 
ar from eight handsome woods, shown (by actual samples) on the 
sales-making Lifeclad display available from your distributor. 
For details and Lifeclad samples, mail the attached coupon. 


QUALITY SINCE 1895 





LIFECLAD PREFINISHED PLYWOOD AND DOORS 
join an evergrowing list of product innovations from the Simpson 
Research and Development laboratories. Products designed to make 
construction easier, faster, more efficient and economical...and to 
add warmth and beauty to your buildings as only wood products can. 
Information on other Simpson developments is given on the outside 


pages of this insert. 


Build a Better Way of Life with Wood Products... Rely on 


ACOUSTICAL PRODUCTS 
Forestone Fissured Woodfiber Tile 
Forestone Striated Woodfiber Tile 
Forestone Driftwood Woodfiber Tile 
Forestone Starlite Woodfiber Tile 
Random Drilled Woodfiber Tile 
Standard Drilled Woodfiber Tile 
Fissured Mineral Tile 

Metal Acoustical Units 


INSULATING BOARD PRODUCTS 
Decorative Tileboards and Plank 

Building Boards and Wallboard 
Asphalt-Impregnated Building Board 
Sheathing (Asphalt-Impregnated) 
Super-Strong Sheathing 

Roof Insulation 

Asphalt-Impregnated Roof Insulation 

Shingle backer (Asphalt-Impregnated) 


DOORS 

Bifold Doors (Flush and Louvered) 
Seven-Eleven Ceiling Height Doors 

5-Ply Hollow Core and Solid Core Flush Doors 
7-Ply Hollow Core and Solid Core Flush Doors 


Stile and Rail Doors 
(Sash - Panel - French - Screen - Entrance - 
Louver - Jalousie - Garage) 


Symphonic Line of Doors 


HARDBOARD PRODUCTS 
Standard Hardboards 
Tempered Hardboards 
Specialty Hardboards 


Smooth-surface Hardboards available 
prefinished 


RELY ON 


ROOF DECK PRODUCTS 
Forestone Roof Deck 

Standard Drilled Roof Deck 

Planked Golden Hemlock Roof Deck 
Tapestry White Roof Deck 


ENGINEERED WOOD PRODUCTS 


Wood Tanks, Pipe and Scrubbers 
Industrial plywood products 


OVERLAID PLYWOODS 


Medium Density Overlaid Plywood 
High Density Overlaid Plywood 


PLYWOODS 

Lifeclad Prefinished Plywood 

Rotary Fir and Rift Grain Fir 

Fir Shadowood, Plyweave and Striated 

Plyron and Texture 1-11 

Figured Grain and Rift Grain Redwood 

Redwood Shadowood, Rusticwood and Plyweave 
Figured and Ribbon Grain Philippine Mahogany 
Birch, Oak and Knotty Pine 


REDWOOD LUMBER 


Lifecoat Siding and finish lumber 


Siding, bevel and bungalow, 
plain and rabbeted 


Tongue and Groove and shiplap joint 
available with square edges, eased 
edges and V-joint, 3/32 VIS, 1/4 VIS 


Shiplap joint, Boston pattern Rustic 


QUALITY SINCE 1895 


Litho in U.S.A. on Sub. 80 Simpson Coated Offset (C2S) 





Lifeclad grained finishes earned the 
PARENTS’ MAGAZINE Commen- 


dation Seal after comprehensive 
product testing and evaluation by 
their Consumer Service Bureau and 


AWARDED PARENTS’ MAGAZINE COMMENDATION SEAL! 


the laboratories of the United States 
Testing Company. 

The latest scientific equipment was 
used to determine the specific ad- 
vantages of Lifeclad. 





LIFECLAD STAYS BEAUTIFUL ...WIPES CLEAN 
WITHOUT A TRACE! 


Stains, smears and sticky fingerprints wipe clean 
in an instant... Lifeclad’s tough vinyl surface is 
permanent, inseparable protection. Exhaustive 
tests prove that Lifeclad resists staining from all 
ordinary household compounds. 


LIFECLAD GRAINED FINISHES WILL NOT FADE 
OR DISCOLOR 


Lifeclad grained finishes withstood a Fade- 
ometer test equivalent to five years of direct 
sunlight with no discoloring whatsoever! 


LIFECLAD IS ABRASION RESISTANT 


Standard tests for prefinished wood products 
proved that Lifeclad is unsurpassed for tough- 
ness. After abrasion equal to that of years of 
home scrubbings, Lifeclad’s tough vinyl surface 
still protected its beauty. 





HOW LIFECLAD PLYWOOD AND DOORS ARE 


Lifeclad plywood and doors are factory-fin 
by a patented process which laminates a gr 
or clear vinyl plastic film to selected plyw 
creating a permanent, natural wood grain 
You’ve never seen prefinished paneling as pi 
as Lifeclad! 


LIFECLAD PREFINISHED PLYWOOD SIZES 
Standard 4’ x 8’ and 4’ x 10’ x 4%” ply 
panels available with or without rando 
groove planking across the width of each 
¥,” and other thicknesses for cabinet work 
special construction. 


PACKAGED FOR EXTRA PROTECTION 
Lifeclad prefinished plywood is factory pa 
six sheets per package for greater prote 
during handling and storage. It arrives fa 
fresh at job-site. 


( 
'. 


SIZES 


4” plywood 
t random V- 
of each panel. 
inet work and 


actory packed, 
ter protection 
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THE PARENTS’ MAGAZINE TESTING PROGRAM 


For over thirty years, the PAR- 


ENTS’ MAGAZINE Seal has been 
a symbol of integrity to millions of 
Americans. In addition to laboratory 
tests made at the United States Test- 
ing Company, PARENTS’ consults 


directly with qualified Architects 
and Engineers regarding product 
performance. Every month a report 
is made to readers of the magazine to 
help guide their buying habits. 





ALSO AVAILABLE IN CHERRY AND DARK WALNUT FINISHES ; NATURAL REOWOOD, HEMLOCK AND LARCH 


SIMPSON, 1072D, WHITE BLDG., 
SEATTLE 1,WASHINGTON 


SEND Send me FREE 8" x 10" samples of Lifeclad Prefinished Plywood 
(] Oriental Pecan finish C) Dark Walnut finish 
C) Temple Walnut finish ) Natural Redwood 

ft OR (] Arabian Sandalwood finish () Natural Hemlock 
(_] Cherry finish () Natural Larch 


FREE _ 
LI FEC LA D Company 
SA M PLES Address 


City 


I would also like information on these other 
Simpson Building Products: 


() Acoustical Insulating Board C) Doors ) Plywood ) Redwood 
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Forestone Striated Texture 
acoustical tile keeps this room 
quiet... beautifully 


NEW FORESTONE STRIATED ACOUSTICAL TILES QUIET 
EVERYTHING, EXCEPT YOUR CASH REGISTER! 


Commercial users and do-it-yourselfers are lively prospects for 
profit-making Forestone*. It offers them beauty and noise control 
with easy-to-install woodfiber tiles in four distinctive textures. 
Forestone’s deep-etched surface is permanent, repaintable, and 
absorbs up to 75% of all sounds striking it. You'll find Forestone 
national advertising and dealer aids are very effective in helping you 
“ring up” extra profits! 

For further information see your Simpson Distributor or mail the 
coupon on the inside of this 6-page insert for free 24-page Simpson 
Acoustical-Insulating Catalog. 


xe RELY ON 
3s 


Reg. U.S. Pat. Off.-U.S. Pat. No. 2,791,289 


NOW FOUR TEXTURES ! *The original fissured woodfiber acoustical material 


Tone. 
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New Housing Statistics Disclosed 


Breakdown of suggested budget for promotion and adver- 
tising for 25-house project also given at recent builder con- 


ference. 


HIGHLAND Park, ILL. 

HE LATEST sales and merchan- 
dising methods were revealed at 

the second marketing seminar of the 
National Association of Home Build- 
ers, held here last month, with 127 
of the nation’s top builders attending. 

William R. Smolkin, specialist in 
home building promotion, stressed the 
importance of attractive landscaping 
and full-sized billboards in promoting 
new homes. 

He said that most cooperative ad- 
vertising from building materials man- 
ufacturers should be ignored. 

Smolkin suggested 14% to 2% for 
promotion and advertising homes. He 
came up with the following recom- 
mended budget for 25 lots spending 
$5,000 for overall promotion: 
Merchandising 
Extra landscaping—3 models 

@ $150 
Three model home signs @$25 
Highway sign, 32 8’ 

Arrow signs—25@$2 
Brochure, 3,000 copies 
1,475.00 
Advertising 
Newspapers, 10,000 lines 

> ae ae a $2,000.00 
Billboards, 12 for 30 days 

@ $5 
Radio, 200 spots @ $2.50 .... 
Artwork, photographs, 

engraving 


500.00 


3,500.00 


$4,975.00 

Mark R. Arnold, Newspaper Pub- 
lishers Association, revealed to the 
builders their changing market for 
homes. Typical examples: 

Age of buyers 
-25 5% 
26-29 14% 45-49 11% 
30-34 20% 50-54 6% 
35-39 20% 55-59 4% 
40-44 16% 60 - 4% 

As shown by these new estimates 
67% of the home buyers are now 
between 30 and 50. 

Age of homes. A _ recent survey 
by the Milwaukee Journal of house 
sales reports the following: 

New to 5 years old 
6 to 10 years 
10 years or older 


Time on the market. The minor 
role of closings at an open house is 
clearly demonstrated by further mar- 
ket research by Arnold. The results: 
SE TOO co oi Sec divecceys 
2 to 3 months 
4 to 5 months 
6 months or more 

How much for homes: Across the 
country, the latest Arnold research 
shows: 
$10,000 - $13,999 
$14,000 - $17,999 
$18,000 - $21,999 
$22,000 - $25,999 
$26,000 - 


Ralph O. Taylor, Sturgeon & Tay- 
lor, Kansas City, Mo., concluded the 
second session by detailing his step- 
by-step promotions for his West- 
brooke subdivision. Taylor uses both 
radio and newspaper advertising. He 
is strong on special events which cap- 
ture newspaper headlines. Typical 
promotion: A turkey chase at the 
project, Christmas lighting contest, 
treasure hunt, Thanksgiving parties 
for project residents, bowling teams. 

Effective personal selling. Steve 
Yeonas, who heads his own firm at 
Vienna, Va., said he believed the 
builders’ biggest problem is how to 
get well-trained salesmen. 

“We have no part-time salesmen 
in our firm. Prospect employes are 
screened, their credit is checked and 
we give them _ psychological tests. 

(continued on page 26) 





Ohio Precut House Franchise Lets 
Dealer Sell Own Yard Stocks 


YOUNGSTOWN, OHIO— Cessna 
Homes, Inc., a company with more 
than eight years experience in selling 
precut package homes, has created a 
unique franchise plan for retail build- 
ing materials dealers within a 500- 
mile radius of Youngstown. 

Under the Cessna franchise, a deal- 
er receives complete consumer mer- 
chandising and advertising help as 
well as consumer financing, engi- 
neered plans, shop drawings, materi- 
als lists for basement, shell and trim, 
and heating, wiring and plumbing. 

The dealer buys, cuts and sells his 
own building materials. 

For kitchen cabinets, built-in ap- 
pliances, heating and wiring and 
plumbing the dealer can buy direct 
from manufacturers through Cessna 
Homes, giving extra profits without 
inventory on those lines. 

Robert Cessna, president, said that 
the percent of profit on sales of his 
firm’s precut package is “far greater 
dollar-wise than the take-home profit 
of retail lumber sales.” No additional 
equipment or personnel is required 
for a dealer to participate, he said. 
Technical and managerial personnel 
are furnished to franchised dealers to 
set up the program. 
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MOST POPULAR MODEL of Cessna pre- 
cut homes available for sale by dealers 
using yard stocks is the Hi-Lo, above. 


Cessna has plans for all styles of 
homes, in all price ranges from $10,- 
000 to $40,000 valuation. Different 
exterior combinations can be supplied 
to suit individual tastes. 

Cessna said that three building ma- 
terials retailers have become fran- 
chised dealers under the new market- 
ing plan. 

For more details, including dealer 
costs, contact Cessna Homes, Inc., 
5871 Mahoning ave., Youngstown, 
Ohio. 


25 








Building Statistics 
(begins on page 25) 





Then we give them 30 days of train- 
ing on a fixed salary. We pay 1% on 
sales thereafter. Most of our men av- 
erage $12,000 yearly with several 
making $17,000 to $18,000.” 

“Salesmen fail,” he concluded, 
“when management does not have 
goals, ethics or sincere interest in the 
employes.” 

Harlan C. Pease, sales manager, 
John F. Long, Phoenix, the nation’s 
No. 3 builder said, “if home build- 
ing sales are slow, it can be traced to 
poor face-to-face selling.” 

“Our salesmen are trained to ask 
personal questions,” Pease said. “We 
find out a prospect’s hobbies and spe- 
cial interests and write them down at 
the first opportunity. Then we use 
this on repeat calls and for special 
mailings. If a man likes to barbecue, 
for example, we have reprints to send 
to his home.” 

“We know construction, both our 
own and that of competitors. Long 
salesmen have data sheets on every 
home being built in the area. But we 
prefer to sell homes on the basis of 
friendship, emotions and consumer 
benefits,” Long remarked. 


Congress Will Face Thorny 


Measures in August Session 


WASHINGTON, D.C. 

ITH most of the routine work 

out of the way, Congress 

comes back to town in August to 
tackle a number of politically potent 
issues in this Presidential election year. 

Among the questions still to be re- 
solved—particularly those of interest 
to retail lumbermen—are minimum 
wages, housing legislation, secondary 
boycotts and self-employed pension 
plans. 

Politics being what it is, the Con- 
gressional recess for the national con- 
ventions generally has improved 
chances for most of these proposed 
bills to be passed this year. 

Likewise, however, President Eisen- 
hower will take a firmer stand on 
some measures and will not hesitate 
to use his veto power. 

In other words, the August-Sep- 
tember session of Congress will be 
uniquely motivated by the upcoming 
election campaigns and both of the 
political parties will be out to make a 
good “record.” 

Here is a lineup of the issues with 





Dealers’ Land Development Looms 
Large in Loan Star State 


AusTIN, TEx.—A big majority— 
63.5% —of all Texas retail building 
materials dealers are engaged in land 
development, reports the Lumber- 
men’s Association of Texas. 

In a recent survey, LAT queried 
113 lineyards and 71 independent 
dealers (total 184) and discovered 
that land development amounted to 
12.6% of their business today. Texas 
yards average 56.8% of gross busi- 
ness through straight sales of building 
materials, including improvements and 
remodeling. 

Building. Another survey finding 
was that 95% of all reporting retail 
dealers said they were doing some 
building. More than 20% of the deal- 
ers build houses directly, 53% either 
directly or through contractors and 
42% through contractors only. In ad- 
dition, 14% maintain wholesale de- 
partments. 

Reporting Texas yards include 19 
in the north, 16 east, 14 west, 26 
south and 14 central. Lineyards did 
not indicate the location of each out- 
let so the figures represent only in- 
dependents. Broken down, the survey 
shows: 

* 63.5% of 69 lineyards and 48 in- 
dependents develop land for an av- 
erage 12.6% of their gross business. 
¢ 20.6% of 21 lineyards and 17 in- 
dependents build direct for a 46.7% 
average gross business. 

* 41.8% or 77 yards reporting build 
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through contractors only for 44.4% 
of gross business. 

* 32.6% or 60 dealers build direct 
and through contractors for 42.8% 
of gross business. 

¢ 53.2% or 98 total yards build di- 
rect in both categories. 

* 95% or 175 of 184 yards reporting 
do some building. 

¢ 14.1% or 26 dealers have a whole- 
sale or jobbing department averaging 
28.6% of gross business. 

LAT plans. In a talk before the 
Houston Retailer’s Association, LAT 
president Arthur Temple, Jr. outlined 
his program for 1960. He urges: 

Formation of a marketing council 
of leaders from all industries in the 
lumber business as a continuing coun- 
cil reaching all segments of the indus- 
try in all areas of the state. 

Revision of Texas lien laws and a 
new manual for yard employes and 
salesmen. 

Organization of a labor committee 
to help dealers in employer-employe 
relationships. 

Continuing clinics by top experts 
in finance, marketing, advertising, mer- 
chandising, etc. 

Reorganization of LAT legislative 
committee. 

Some of these proposals are already 
underway -and all Texas dealers will 
be exposed to clinics and workshops 
geared to help cut expenses and in- 
crease business and profits. 


a guess—in an election year, a pre- 
diction is far too risky—on the out- 
come: 

Self-employed pension plans: The 
bills to allow self-employed persons 
to set aside a small portion of their 
incomes as tax-free pension funds 
stood a good chance of passing until 
the Administration recommended that 
a similar plan be required for em- 
ployes. 

The outlook now is clouded, and 
the proposals may well go over until 
next year for further study. 


Minimum wages: In a last minute 
action before the recess, the House 
threw a monky wrench into the mini- 
mum wages legislation machinery. 

The skids had been well greased 
for a bill to increase the minimum 
hourly wage from $1 to $1.25 in 
three annual installments with some 
five million additional workers in re- 
tail and service establishments to be 
covered. With such a bill already 
passed by the Senate, the House Rules 
Committee reported a companion 
measure but only—according to the 
most reliable sources—with the un- 
derstanding that the House Labor 
Committee would not press the sec- 
ondary boycott bill. 

In an unexpected switch, the Re- 
publican-Southern coalition in the 
House approved a sharply revised 
measure providing a $1.15 minimum 
hourly wage for 1.4 million employes 
of chain enterprises that operate five 
or more establishments in two or more 
States. 

In the last-minute, get-away haste, 
the House accepted a_ hand-written 
amendment which eliminated 14 mil- 
lion workers located outside cities of 
less than 250,000 population. 

This “goof” will be corrected with- 
out trouble and the post-convention 
session of Congress most likely will 
raise the minimum wage to some- 
where in the $1.15-$1.25 range. 


Housing legislation: The Senate has 
passed an omnibus housing bill, but 
a similar measure has been blocked 
by the House Rules Committee. 

The recess improved chances for 
passage of a bill, but the contents of it 
will depend largely on what happens 
during the Summer in the home 
building industry. 

A continuation of the very sluggish 
activity in the spring would bolster 
support for a liberal bill and even 
make the House-approved billion-dol- 
lar emergency aid bill look more at- 
tractive to members of the Senate. 

Traditionally, controversial housing 
legislation is one of the last bills to 
be passed by Congress before adjourn- 
ment and this year probably will not 
be any exception. 
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MEN /n the news 


* Armstrong Cork Co., Lancaster, 
Penna., announces the election of 
Curtis N. Painter to its board of di- 
rectors and the promotion of Roger 
H. Hetzel to vice-president and gen- 
eral manager, packaging materials 
operations. Hetzel succeeds Joseph C. 
Feagley, who has retired. 


¢ E. F. Walsh has been named direc- 
tor of Intra-Industry Relations for the 
National Retail Lumber Dealers As- 
sociation, Washington, D. C., reports 
NRLDA president Paul V. DeVille. 


* The promotion of H. B. Fisher, III, 
to merchandising manager of home 
building products for Owens-Corning 
Fiberglas Corp., Toledo, Ohio, is an- 
nounced, 


* Joseph L. Maloney, eastern district 
sales manager of the Natco Corp., 
Pittsburgh, Penna., has been elected 
president of the Clay Flue Lining In- 
stitute of Akron, Ohio. 


¢ Jerome J. Madigan has been named 
executive vice-president of the Home 
Manufacturers’ Association, which 
has its headquarters in Washington, 
B.C 


* Meade M. Morris, general line mer- 
chandise manager of The Celotex 
Corp., Chicago, has retired after 40 
years of service. 


¢ R. D. Putnam, vice-president and 
director of marketing of The F. C. 
Russell Co., has been named general 
manager of the firm’s newly created 
Rusco Div., which will have its head- 
quarters in Pandora, Ohio. 


* H. Robert Charles recently joined 
the editorial staff of Parents’ Maga- 
zine. He will work with Mrs. Maxine 
Livingston, family home editor, in 
promoting and expanding the publi- 
cation’s editorial housing program. 


* Forest Fiber Products Co., Forest 
Grove, Ore., announces the appoint- 
ment of George E. Wann as merchan- 
dising manager. 


FHA Lending Guide 

WASHINGTON—The Federal Hous- 
ing Administration has published a 
revised edition of the “Dealers and 
Contractors’ Guide” for processing 
FHA insured property improvement 
loans under Title I of the National 
Housing Act. 

Single copies are available from 
local FHA insuring offices. Bulk 
quantities can be ordered from the 
Superintendent of Documents, U. S. 
Government Printing Office, Wash- 
ington 25, D. C. Price is 10 cents 
each, with 25% discount on orders 
for over 100 copies. 
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Certain-teed’ 
FIBERGLAS" 
FULL-THIGKNESS 
BUILDING INSULATION 


You’re certain of customer satisfaction with Certain-teed 
Fiberglas* Full-Thickness Building Insulation—it has the 
features and thermal resistance builders want for better 
insulation. And since it’s easier to handle and install, it 
saves money on the job. 

Also, because of its great resiliency it requires less ware- 
house and trucking space. To you this means lower over- 
head, more profit. 

You can profit, too, from the extensive promotion being 
given the product in the Owens-Corning Comfort Condi- 
tioned Home Program. Backed by national advertising, it 
provides many free merchandising services to increase new- 
home sales for your customers. Tie in with it and see your 
own sales climb. *TM Owens-Corning 

Certain-leed 
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CONDITIONED 
Superior Products through Creative Research HOME 
CERTAIN-TEED PRODUCTS CORPORATION 


Ardmore, Pennsylvania 
Plants and offices throughout the United States 
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WHAT MAKES A 
OF,0 Oi OF By.0 RO) << 
ACCURATE? 


We're proud of the mechanical accuracy 
of the Friden fully automatic calculator. 
But neither it nor any cther calculator can 
get a right answer from a wrong entry. 
The calculator that allows the smallest 
margin for operator error will actually 
prove to be the most accurate. 

The Friden SBT requires fewer manual 
keystrokes, fewer operator decisions than 
any other calculator on the market* In 
terms of day-to-day output, this makes it 
the most accurate calculator you can buy. 
For a no-obligation, ten-minute demon- 
stration of “The Thinking Machine of 
American Business,” call your Friden 
man or write: Friden, Inc., San Leandro, 
California. 

*This is PRACTIMATION: automation 
so hand-in-hand with practicality there can 
be no other word for it. 


as. ° 
Vann 
BQ 


FRIDEN, INC., SALES, INSTRUCTION, SERVICE 
THROUGHOUT THE U.S. AND THE WORLD. 


© 1960 FRIDEN, INC. 
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CRYSTAL LAKE, Illinois. Erected by the Rosenthal Lumber Co. and Ralph Rooney, 


contractor-customer. 


Lu-Re-Co-Parents Homes on Display 


Rosenthal Lumber Co., Crystal 
Lake and New Lumber Co., Joliet, 
both in Illinois, have opened to the 
public the first Lu-Re-Co-Parents’ 
magazine homes. The house and a 
complete description of the Lu-Re-Co 
system appears in the June issue of 
Parents’ magazine. 

Duplicate of the home will soon be 
shown by the following dealers: Kent 
Lumber & Coal Co., Mattoon, ILL; 
Kanne Lumber & Supply Co., Carroll, 
Ia.; Erickson Building Supply, Inc., 
Clay Center, Kans.; N R Construction 
Co., St. Paul, Minn.; Menomonie and 
New Richmond, Wisc.; Bush Homes, 
Inc., Huntington, L. 1; Libby Road 
Lumber & Supply Co., Twinsburg, 
Ohio; The Greene County Lumber 
Co., Xenia, Ohio; Beaver Falls Plan- 
ing Mill Co., Beaver Falls, Penna.; 
Somerset Builders Supply, Somerset, 
Penna.; Cicero Smith Lumber Co., 
Lubbock, Tex. and the Hurst Lumber 
Co., Ogden, Utah. 

Designed around a center garden 
court, the Lu-Re-Co Parents’ home 
also offers front and rear yards, a car- 
port and offstreet parking for five 
cars. Circulation within the house has 
separate living and play areas for 
parents and children. The basic house 


is 1,400 square feet with three bed- 
rooms but provision for adding a 
fourth bedroom. 

The houses are all-gas and have 
aluminum siding exteriors. Brand-name 
products are used throughout. Interiors 
were planned by Parents’ who aided 
dealers with attractive furniture, lamps 
and decorative accessories. 


Discount on Nails for 
House Prefabricators 

PITTSBURGH—If you are a_ hous- 
ing manufacturer, otherwise known 
as a prefabricator, you can add nails 
to the list of building products avail- 
able to you at a special trade dis- 
count. 

Clarence Kendall, manager of the 
wire products division of Jones & 
Laughlin Steel Co., confirmed that a 
trade discount to prefabricators will 
be established by his firm. It will 
probably be 4%, A. L. & Building 
Products Merchandiser learned. 

The nail people follow in the foot- 
steps of many other building products 
producers who have granted special 
prices to firms who qualify as pre- 
fabricators. These are not functional 
discounts. 
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Farley & Loetscher Mfg. 
Acquired by Oregon Firm 

DusuquE, Iowa—Clear Fir Sales 
Co., Springfield, Ore., has purchased 
controlling interest in 85-year-old 
Farley & Loetscher Mfg. Co. here, 
general manager Robert F. Loetscher 
announced. 

Included in the sale were F&l, 
subsidiaries Roberts Sash & Door Co., 
Chicago, Farley-Loetscher Co., Sioux 
Falls, S.D. and Midwest Lumber Co. 
here which operates 29 retail lumber 
yards in Iowa and Illinois. 

Continuing under the name Farley 
& Loetscher Mfg. Co., the same trade 
marks, including Qualitybilt and Far- 
lite, will be used. Fred R. Loetscher 
will be general sales manager and 
Eugene A. Loetscher will handle fi- 
nances and office management. 

“The new owners intend to mod- 
ernize and stimulate our operations,” 
Loetscher said, “to continue to man- 
ufacture the same high quality prod- 
ucts in both millwork and_ plastics, 
and to give even better service to our 
customers.” 

Loetscher announced the four old- 
est directors of F&L are retiring. 
They are J. M. Burch, Jr., T. Ben 
Loetscher, Arnold E. Loetscher and 
Edwin T. Loetscher. The three younger 
directors—Fred R., Eugene A. and 
Robert F. Loetscher—remain as di- 
rectors and managers. 


NRLDA Adopts Materials 
Handling Standardization 

WASHINGTON—A “unit  standard- 
ization program” to make lumber 
and building materials more easily 
handled and shipped has been adopted 
by the Materials Handling Committee, 
National Retail Lumber Dealers As- 
sociation. 

The group announced the program 
will be taken to manufacturers, whole- 
salers, railroads and truckers to help 
lower costs of materials handling. 
Basic unit for lumber shipments will 
be 48” wide and 45” to 48” high. The 
height variation is to allow producers 
leeway when unitizing products that 
do not multiply to an even 48”. 

Products not lending themselves to 
the exact 48” width requirement may 
be packaged in multiples that come 
nearest to it. Lengths will vary. How- 
ever it is recommended that only one 
length be combined in any one unit. 

Gypsum products have been stand- 
ardized in units 48” wide by 30” high. 
The committee is developing stand- 
ardized units for sheathing, roofing, 
siding and asbestos products. Even- 
tually standardization will be an- 
nounced for every product handled 
by retail lumber and building mate- 
rials dealers. 


Wickes Invades Chicago 

The Wickes Lumber cash-and-carry 
chain is building its newest yard near 
Plainfield, Ill., on the fringe of the Chi- 
cago metropolitan area. 





Speeds paperwork for dealers. «tnermo-rax” 


Brand Copying Machines make a copy in just 4 seconds. This 
electric speed is possible because of a simple, one-step copying 
operation. There are no chemicals, negatives or masters to slow 
the process. Fast copies are made electrically directly from an 
original. Statements go out faster. Gummed address /abels are 
made instantly. Correspondence is answered without time "tor 
suming dictation. Even /Jaminating can be done—for papers 
needing lasting protection. To learn exactly how this fast copying 
can work for you, call your local dealer . . . or mail the coupon. 


Mianesora Jfinine ano 


ANUFACTURING COMPANY 


Thermo-Fax 


G a ..- WHERE RESEARCH IS THE KEY TO TOMORROW 
yy a 
me THE TERM THERMO-FAX S A REGISTERED TRADEMARK 
rrr OF MINNESOTA MINING AND MANUFACTURING OMPANY 


4 


>>>. 


Fe OOOO OOS OSS SHS SSS SSSSSSES0 SS SS SSSSSSSE 8280808882888 82880888888885 
Minnesota Mining and Manufacturing Company 
Dept. DCX-7180, St. Paul 6, Minnesota 


Please show me, at no obligation, how fast electric copying with ‘‘Thermo-Fax"’ Copy 
ing Machines can simplify paperwork at low cost. 


Name 


Firm 


Address 


City Zone State 
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Wholesaler is Host at Popular 
Two-Day “Hand-of-Friendship” 


KNOXVILLE, TENN.—More _ than 
1,000 materials manufacturing execu- 
tive and representatives, retail dealers, 
community neighbors and their wives 
thronged a two-day open house given 
by Dealer Warehouse Corp. This 
member of The Hassinger Organiza- 
tion extended a well-organized “hand 
of friendship” to what it calls its part- 
ners in the building materials industry 
and other businesses. 


Dealers and their wives came from 
a 100-mile radius, manufacturing ex- 
ecutives and their spouses from all 
parts of the nation and business lead- 
ers from the Knoxville area when 
Dealer Warehouse tried to create 
wants for better residential, commer- 
cial and industrial building. All mem- 
bers of the firm and their wives 
pitched in to make the event what 
guests termed “a rousing success.” 




















Sugar Pine 

Ponderosa 

White Fir 
Incense Cedar 


Telephones: Sonora 


GOLD MEDAL 


THE LUMBER THAT MEASURES 
UP TO YOUR CUSTOMERS’ WANTS 


No matter what yardstick of lum- 
ber value you apply, Pickering 
‘“‘Gold Medal” measures up to 
your most exacting customer’s de- 
mands. It’s the kind of lumber you 
delight in showing, recommend- 
ing, selling. It’s soft-textured, 
altitude grown stock, superbly 
manufactured ... 
“Gold Medal” quality lumber 
should be. 

: Try a car of Pickering ‘‘Gold Medal.” 
<s See for yourself what value you gef. 


PICKERING 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 
JE 2-7141 
Tuolumne WA 8-4213 


everything 


Standard, Calif. 
Tuolumne, Calif. 
TWX: Sonora 116-U 
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Constant direct mail reminders 
helped attendance. Much entertain- 
ment and interesting activity kept them 
there. Food, dancing and prizes round- 
ed out the informal, friendly session. 
L. C. Hassinger, president of the parent 
Hassinger Organization, welcomed the 
guests. 


Ee Be | 


HOSTESS MICKEY WAYLAND (Miss Ten- 
nessee) beams as president D. C. Has- 
singer, The Hassinger Organization, con- 
gratulates Dallas Riffey, Reagan's 
Building Supplies manager, on winning 
the grand prize, an all-expense trip for 
two to New York City. 





U. S. Permits Sale of Seized 
Firm to Frontier Lumber Co. 


BuFFALO—Frontier Lumber Co. 
Inc. here has signed a contract to buy 
the assets of Pfeil Lumber Mart Inc., 
Depew, N.Y., president Edward J. 
Hoffman announced. 

Pfeil Lumber’s property, contents 
of the property and contents of a cash 
register were seized in May by the 
Internal Revenue Service to satisfy a 
$25,853 tax lien. The firm is located 
at 6161 Transit Rd., Depew. 

IRS said the owner of Pfeil is free 
to sell the business then settle with 
IRS because the property has not been 
advertised for public sale. 





Prebuilt Housing 


Report for Dealers 


CuicaGo—A _ special field study, 
“Prebuilt Housing Will Affect Your 
Business, Whether You Like It Or 
Not” has been reprinted by A. L. & 
Building Products Merchandiser. 

The report appeared in the June 
6th issue of this magazine. It digests 
the important trends in house prefab- 
rication today and shows how it af- 
fects building materials distribution. 

Examples of component prefabri- 
cation by three leading wholesalers, 
with sales through dealers, are pic- 
tured and described. 

Single copies are 50¢. Quantity 
rates upon request. Write the Editors, 
A. L. & Building Products Merchan- 
diser, 59 E. Monroe, Chicago 3, IIl. 
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NY. Prebult Housel HTTP CaN 


Franchise Program 


Port Jervis, N. Y.—The Val-U 
Homes Corp., which has built over 
3,000 prefabricated homes, now of- 
fers its packaged house or prebuilt 
components on a franchised basis to 
retail lumber and building materials 
dealers. 

“Our plant will, in effect, become 
the fabrication plant of the retail 
dealer,” explained Jos. P. Maggio, 
general sales manager of Val-U Bey 
Homes. a as. | ie. |) - 

A franchised dealer deposits $500, fh ' ae 
which is refunded by the fabricator at 
the rate of $100 per house or $100 
for each $1,800 worth of component 
parts ordered within a fiscal year. 

In a letter to dealers within 150 
miles radius of Port Jervis, Maggio 
wrote: “We offer you a service where- 
by you can compete with the high- 
way model home and other methods 
of distribution to which you are now 
losing business.” 

The franchised dealers will sell 
Val-U Homes designs or the manu- 
facturer will custom fabricate any 
house plan. 


Senet sense Sinnid wan 
i 


Southern Lumber Wholesalers 
Merge With National 


NEw YorK—Moving to bring about 
a Closer relationship between building 
materials wholesalers, the Southern 
Mee ge sa ee hy eoearensey, —— From lightweight sliding doors for barns and machinery sheds to ex- 
sale Lumber Association as of July 1. tremely large industrial sliding doors R-W offers a track and hanger 
In making the announcement, J nat i i Each 
- ee combination designed to meet your customers exact requirements. Eac 
Ward Allen, NAWLA president, said om ” : ‘ 
Robert F. Darrah, SWLA executive is “job-rated” to offer years of dependable service and trouble-free 
vice-president would become southern operation. Now is the time to check-through your R-W Catalog “ware- 
regional manager of NAWLA with 9” “ " ai eie ith th 
offices in the McMillan Bank Bldg., house” of “profit-plus” hardware specialties. Stock-up now with the 
a gy Ala. many fast-moving standard items and keep in mind the many specialties 
e merger makes available p 
NAWLA eeilcn aaa come “= that you will want to order on customer request. Remember your R-W 
SWLA members who at the same Catalogs include everything from airplane hangar door hardware to 
ee ee ee ao oe vanishing door hardware . . . its your direct line to “extra profits.” 
vides a closer contact with wholesal- 
ers in the south for National-Amer- Trucks on all 
ican, he added. . ~~ st ee 
“Although wholesalers are located ‘ep loos. ot ey entre 
in all corners of the nation,” Allen en yl { charge . . . pro- 
said, “we have many mutual interests —-* ee 
and are faced with identical probiems. a 
We feel there has developed an even Track available in wide 
closer liaison between each  geo- Track and hanger aprons finished in Gray —e of + gs = 
graphic area during the last few years | Enamel specifically formulated for R-W to pro- job requirement. 
because of the interdependence of vide maximum resistance to rust and weather. t _ . 
species and markets.” Heavy-duty construction used throughout R-W 
Hangers . . . available with roller or ball 
bearings . . .. most offer both vertical and 


lateral adjustments plus many other impor- 
Cecil A. Luce Dies coir teihinne. 


Cecil A. Luce, Washington, D. C. e 
manager of the West Coast Lumber- : h ad : 
men’s Association since 1948, died re- | Write today for com- ic ar S- } cox 
cently of a heart attack in the nation’s | plete information... 


capitol. He was 58. Luce was for five request your free copy MANUFACTURING COMPANY 


years Washington, D. C. manager of Catalog No. A-400. 
of Western Pine Association before ’ A HANGER FOR ANY DOOR THAT SLIDES 
joining WCLA. 226 W. THIRD ST.*AURORA, ILL.*Branches in all Principal Cities 


Hangers available to 
carry doors of very light 
weight to doors weigh- 
ing over one ton, 
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HOME REMODELING PACKAGE sale which resulted from a paint purchase and 
won the salesman $500 in Insulation Board Institute contest. 


BERNARD TESSLER, who made the pack- 
age sale shown at left, discusses 
package sale with customer. 


Boosts $25 Paint Order to $4,288 Sale 


Winners in second IBI Package Salesman contest 
announced; third and final contest now underway. 


CHICAGO 

IRST PLACE $500 winner in the 

second round of the Insulation 
Board Institute’s Package Salesman 
contest is Bernard Tessler, president, 
Euclid Lumber Sales, Inc., Wickliffe, 
Ohio, pictured above. 

Tessler’s prize-winning entry told 
how he boosted a $25 paint order to a 
$4,288 remodeling sale. As a result 
of winning first place in the second 
round, his entry is in automatic com- 
petition with the entry of the first- 
round winner, Francis N. Smith, F. N. 
Smith & Son, Pontiac, Ill. and the 
yet-to-be-chosen third round winner 
for the $2,500 cash grand prize in 


L. H. McCONNELL, salesman for Nunda 
(N. Y.) Lumber Yard, discusses $3,680 
package sale with home owner. He won 
$100 cash prize in BI contest. 
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the Package Salesman contests. Dead- 
line for entries in the third contest in 
August 31, 1960, it was announced 
by Charles M. Gray, IBI manager. 

Mrs. Laban (Marge) Smith, part- 
ner, Smith Lumber Co., Portland, 
Mich., was second place winner in the 
contest and L. H. McConnell, sales- 
man, Nunda Lumber Co., Nunda, 
N.Y., placed third. Details of the top 
winners are described in the Insula- 
tion Board Institute’s Package Sales- 
man advertisement in this issue of 
A. L. & Building Products Merchan- 
diser. 

The five runner-up winners, each 
of whom win $50, are Lawrence R. 
Martin, Hagerstown (Md.) Lumber 
Co., for a package home sale; Elmo 
B. Lopez, New Smyrna Beach (Fla.) 
Builders Supply Co., for a $4,075 
package remodeling sale; Patrick 
Crowder, Gateway Lumber Co., Ber- 
lin, Wisc., for a residential remodeling 
sale; Gene Metz, Metz Lumber Co., 
Popular Bluff, Mo. for a new house 
package sale and Leo G. Gross, 
O’Malley Glendale Lumber Co., Glen- 
dale, Ariz., for a vacation cottage 
package sale. 

The contests are conducted to en- 
courage more package selling by sales 
personnel in retail building material 
establishments. Entries for the third 
and final contest must be postmarked 
before midnight, August 31, 1960 and 
mailed to: Package Salesman Contest, 
Box 5905, Chicago 80, Ill. 


MRS. LABAN SMITH, Smith Lumber Co., 
Portland, Mich., inspects package sale 
which she described in entry to IBI 
Package Salesman contest to win $250 
second place prize. She helped young 
family convert a disappointing shell 
home into a modern, comfortable resi- 
dence. 


Abitibi Corp.; Armstrong Cork Co.; 
Barrett Div., Allied Chemical Corp.; 
Celotex Corp.; Certain-teed Products 
Corp.; Flintkote Co.; Insulite Div., 
M & O Paper Co.; Johns-Manville 
Sales Corp.; Kaiser Gypsum Co., Inc.; 
National Gypsum Co.; Pioneer Div., 
the Flintkote Co.; Simpson Logging 
Co., United States Gypsum Co. and 
Wood Conversion Co. 
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Full Disclosure is a well-documented treatment of stock market frauds. Its first show- 
ing, on January 20, received great response. Do you remember it? Two Armstrong ceiling com- 
mercials will accompany Full Disclosure. One for Centennial Cushiontone, one for new Brush On 


Ceiling Cement. Date: July 6. 


Raid in Beatnik Village was one of the most popular of all Circle Theatre tele- 
casts. Its first showing drew an audience of 24,000,000! A new commercial for Tahiti, one of the 
new Centennial Cushiontone ceilings, will be shown with it this summer. Date: August 3. 


Here are the shows-—and commercials 
... on the only year ‘round network 


The four shows pictured here are among the 
most popular from Armstrong Circle Theatre. 
They have helped make that program a fre- 
quent award winner and the subject of critical 
acclaim. Under the title of “Armstrong by Re- 
quest,” they are being shown again this sum- 
mer. They will reach millions of people— 
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coast-to-coast—every other Wednesday night 
on CBS-TV. And so will the commercials that 
accompany them. 

Armstrong Circle Theatre is the one network 
TV show with consistent ceilings advertising 
—all year ’round. This is one of the reasons 
why the demand for Armstrong Cushiontone 
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Operation Moonshine, an examination of illegal “stills,” was first shown on De- 
cember 9 last year. Another new Centennial Cushiontone commercial will accompany Operation 
Moonshine. And your customers will again learn about the revolutionary new way to install Cush- 
iontone ceilings—Armstrong Brush On Ceiling Cement. Date: August 17. 


s s 
Security Risk 1s an exciting account of how the CIC keeps our nation’s secrets safe. If 
you saw it, you'll remember it. On this show, your customers will see Hugh James show more of 
the three new Centennial Cushiontone ceilings. Date: August 31 


ceilings grows steadily, even during the sum- 
mer months, despite the ups and downs of the 
building industry. 

Armstrong Circle Theatre is an excellent vehi- 
cle for introducing new products. Your cus- 
tomers will see Armstrong’s latest exclusives 
six times on these four shows alone. They'll see 
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/—that your customers will see this summer 
TV program that helps you sell ceilings 


new Centennial Cushiontone ceilings, and 
Brush On Ceiling Cement, an amazing new 
way of installing Cushiontone. 


Make Armstrong Circle Theatre 
work for you by displaying these new products 
your customers will see all summer. 
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Here are the stations on which Armstrong 
ceilings are advertised in your selling area 


CITY & STATE 


Adams, Mass. 
Albany, N. Y. 
Aibuquerque, N. M. 
Altoona, Pa. 
Amarillo, Tex. 
Atlanta, Ga. 
Austin, Tex. 
Baltimore, Md. 
Baton Rouge, La. 
Beaumont, Tex. 
Big Spring, Tex. 
Binghamton, N. Y. 
Birmingham, Ala. 
Bismarck, N. D. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Burlington, Vt. 
Cadillac, Mich. 


Cape Girardeau, Mo. 


Cedar Rapids, lowa 
Champaign, Ill. 
Charleston, S. C. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Chicago, Ill. 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, S. C. 
Columbus, Ga. 
Columbus, Ohio 
Dallas, Tex. 
Dayton, Ohio 
Denver, Colo 
Des Moines, lowa 
Detroit, Mich. 
Dothan, Ala. 
Duluth, Minn. 
Durham, N. C. 

El Paso, Tex. 
Florence, S. D. 
Fort Wayne, Ind. 
Green Bay, Wisc. 
Greensboro, N. C. 
Hartford, Conn. 


Hayes Center, Nebr. 


Henderson-Evans- 
ville, Ind. 
Houston-Galves- 
ton, Tex. 
Huntington-Charles- 
ton, W. Va. 
Indianapolis, Ind. 
Jackson, Miss. 
Jacksonville, Fla. 
Jefferson City, Mo. 


Johnson City, Tenn. 


Joplin, Mo. 
Kalamazoo, Mich. 
Kansas City, Mo. 
Kearney, Nebr. 
Knoxville, Tenn. 
Lafayette, La. 
Lancaster, Pa. 
Lansing, Mich. 
Lexington, Ky. 
Lincoln, Nebr. 
Little Rock, Ark. 
Louisville, Ky. 
Lubbock, Tex. 
Macon, Ga. 
Madison, Wisc. 
Marquette, Mich. 


STATION 


WCDC-TV 
W-TEN 
KGGM-TV 
WFBG-TV 
KFDA-TV 
WAGA-TV 
KTBC-TV 
WMAR-TV 
WAFB-TV 
KFDM-TV 
KEDY-TV 
WNBF-TV 
WBRC-TV 
KBMB-TV 
KBOI-TV 
WNAC-TV 
WBEN-TV 
WCAX-TV 
WWTV 
KFVS-TV 
WMT-TV 
WCIA 
WCSC-TV 
WBTV 
WDEF-TV 
WBBM-TV 
WKRC-TV 
WJW-TV 
WNOK-TV 
WRBL-TV 
WBNS-TV 
KRLD-TV 
WHIO-TV 
KLZ-TV 
KRNT-TV 
WJBK-TV 
WTVY 
KDAL-TV 
WTVD 
KROD-TV 
KDLO-TV 
WANE 
WBAY-TV 
WFMY-TV 
WTIC-TV 
KHPL-TV 


WEHT 
KHOU-TV 


WHTN-TV 
WISH-TV 
WJTV 
WJXT 
KRCG-TV 
WJHL-TV 
KODE-TV 
WKZO-TV 
KOMO-TV 
KHOL-TV 
WBIR-TV 
KLFY-TV 
WGAL-TV 
WJIM-TV 
WKYT 
KOLN-TV 
KTHV 
WHAS-TV 
KDUB-TV 
WMAZ-TV 
WISC-TV 
WLUC-TV 


CHANNEL 


~ 


_ 


TOTAL 
TV HOMES 
in thousands 


(incl. with Albany) 
313.2 


99.6 
205.7 
82.2 
451.7 
103.8 


(incl. with Sioux Falls) 
166.6 
252.1 
288.5 
611.1 


(incl. with Kearney) 
106.7 
417.8 


271.6 
564.7 
131.6 
197.1 
80.1 
98.8 
101.1 
478.7 
553.3 
75.9 
142.0 
75.7 
437.0 
348.3 
46.6 
149.9 
167.2 
328.8 
89.8 
90.0 
200.0 
34.8 


CITY & STATE 


Mason City, lowa 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wisc. 
Minneapolis, Minn. 
Mobile, Ala. 
Monroe, La. 
Montgomery, Ala. 
Nashville, Tenn. 
New Orleans, La. 
New York, N. Y. 
Norfolk, Va. 
Odessa, Tex. 


Oklahoma City, Okla. 


Omaha, Nebr. 
Orlando, Fla. 
Ottumwa, lowa 
Peoria, lil. 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Providence, R. I. 
Quincy, Ill. 
Reliance, S. D. 
Reno, Nev. 
Richmond, Va. 
Roanoke, Va. 
Rochester, N. Y. 
Rock Island, Ill. 
Rockford, Ill. 
Saginaw, Mich. 
St. Joseph, Mo. 
St. Louis, Mo. 
Salt Lake City, Utah 
San Antonio, Tex. 
Savannah, Ga. 
Scranton, Pa. 
Shreveport, La. 
Sioux Falls, S. D. 
South Bend, Ind. 
Spartanburg, S. C. 
Springfield, Mo. 
Sweetwater-Abilene, 
Tex. 
Syracuse, N. Y. 
Tampa, Fla. 
Texarkana, Tex. 
Thomasville, Ga. 
Toledo, Ohio 
Topeka, Kans. 
Tucson, Ariz. 
Tulsa, Okla. 
Valley City, N. D. 
Washington, D. C. 
Wichita-Hutchinson, 
Kans. 
Youngstown, Ohio 


WEST COAST STATIONS (13) 


Bakersfield, Calif. 
Eureka, Calif. 
Fresno, Calif. 
Klamath Falls, Ore. 
Las Vegas, Nev. 
Los Angeles, Calif. 
Medford, Ore. 
Portland, Ore. 
Sacramento, Calif. 
San Diego, Calif. 
San Francisco, Calif. 
Seattle-Tacoma, 
Wash. 
Spokane, Wash. 


(Aymstrong CEILINGS 


1860-1960 Beginning our second century of progress 


STATION 


KGLO-TV 
WREC-TV 
WTVJ 
WITI-TV 
WCCO-TV 
WKRG 
KNOE-TV 
WCOV-TV 
WLAC-TV 
WWL-TV 
WCBS-TV 
WTAR-TV 
KOSA-TV 
KWTV 
WOw-TV 
WDBO-TV 
KTVO 
WMBD-TV 
WCAU-TV 
KOOL-TV 
KDKA-TV 
WGAN-TV 
WPRO-TV 
KHQA-TV 
KPLO-TV 
KOLO-TV 
WTVR-TV 
WDBJ-TV 
WVET-TV 
WHBF-TV 
WREX-TV 
WKNX-TV 
KFEQ-TV 
KMOX-TV 
KSL-TV 
KENS-TV 
WTOC-TV 
WDAU-TV 
KSLA-TV 
KELO-TV 
WSBT-TV 
WSPA-TV 
KTTS-TV 


KPAR-TV 
WHEN-TV 
WTVT 
KCMC-TV 
WCTV 
WTOL-TV 
WIBW-TV 
KOLD-TV 
KOTV 
KXJB-TV 
WTOP-TV 


KTVH 
WKBN-TV 


KBAK-TV 
KIEM-TV 
KFRE-TV 
KOTI-TV 
KLAS-TV 
KNXT 
KBES-TV 
KOIN-TV 
KXTV 
KFMB-TV 
KPIX 
KIRO-TV 


KXLY-TV 


CHANNEL 


NO 
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TOTAL 
TV HOMES 
in thousands 


131.9 
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Here’s how Moser Lumber Company gives high handling costs the slip. 
Lumber orders like this used to be hand-loaded and unloaded piece by 
piece. Loading took two hours, unloading one hour. 

Today, with the help of Acme Steel Strapping, Stretcher and Sealer, 
the entire order is unitized into a single load. It’s assembled, strapped, 
and then loaded by lift-truck in less than 30 minutes... slipped off in 
“one piece” in a couple of minutes from roller bed trucks. 

Such solutions to costly problems have made Acme Steel the leader 
in steel strapping methods. For more facts call your Acme Idea Man 
or send the coupon below. 


A ME iDEA LEADER IN 
STEEL STRAPPING 
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At Moser Lumber Co., Naperville, lil., Idea No, U5-4 
is viewed by Acme Idea Man W. C. Saari, who helped develop it. 


ACME STEEL COMPANY 
Acme Steel Products Division 
Dept. AAS-70 

135th St. & Perry Ave 
Chicago 27, ILL. 

Please send me Idea No 
U5-4 and examples of how 
major companies in my field 
use Acme Steel Strapping 


Name 


Title 





Firm 





Address 





City State 








Better Homes & Gardens invites your participation 


7 
A PROGRAM 


arrooram the “missing sales link 
in the building products field! 


What happens when people looking for information and ideas on home remodeling or improve- 
ment come into your store? Is your staff “‘too busy’’? Is the information sometimes inadequate? 
Are potential sales lost? 

Better Homes & Gardens IDEA CENTER program is designed to help you, as an aggres- 
sive building material dealer, attract and sell consumers by providing a complete program of 
effective selling tools. It covers the information gap between you and your customers... provides 
constructive and practical ideas in all areas of building, especially remodeling and home im- 
provement. /t stimulates sales. It is one of the most important selling programs ever designed 


for building material dealers. 


JUST WHAT IS THE IDEA CENTER PROGRAM? 

1, The permanent display unit (at right) is the heart 
of the program. Continually stocked with over 3,500 
pages of idea materials, it attracts customers, gives 
them a centralized reference point of stimulating 
ideas linked to the building products you sell. Your 
cost for the complete unit is $149.50, including also: 


A] ‘Better Homes & Gardens Portfolio of Ideas 
for Your Home.”’ 40 giant-size pages of new 
home designs; approximately 120 pages of home 
improvement and remodeling ideas. 


By 4 BH&G 1960 Idea Annuals— Home Building, 
Home Improvement, Home Furnishings, Kitch- 
ens — plus the BH&G Five Star Home Plan 
Book. Also, 7 BH&G how-to-do-it booklets, 6 
National Plan Service plan books. And the 
current issue of BH&G (a two-year subscription 
is part of the display “‘package’’). 


(a 3 popular BH&G hard-bound publications — 
Decorating, Handyman’s, and Garden Books. 


© Product literature from building material man- 
ufacturers. These are kept within the cabinet 
in convenient, pre-arranged compartments. 


2. Your‘name and address will be featured every three 
months in the Idea Center list in BH&G. Other 
BH&G articles will also call attention to your Idea 
Center. And BH&G advertisers will often, in their 
own advertising, refer to the Idea Center dealers. 


3. A major promotion package will be sent to you 
annually. The first package includes: display mate- 
rials—complete local advertising and publicity kit— 
direct mail section—color filmstrip on ‘“‘Ideas to Im- 
prove Your Home”’ for lending to civic clubs and for 
your home remodeling-improvement clinic. 

4. Another promotion package will be sent to you 
every 3 months. It will include new promotion and 
merchandising ideas, display ideas, special material 
from BH&G advertisers, and publicity ideas. 


HOW DOES THE PROGRAM HELP YOU? 


The program is specifically planned to help increase 
your sales. 

e You get a continuing program of expertly created 
sales-making aids. 

¢ You attract consumers by being listed in Better 
Homes & Gardens and through the Idea Center 
backed by the authority and prestige of the magazine. 
e You provide an attractive central reference point 
of ideas and information for your customers. 

e You supply a service that helps build your sales 
to each individual customer. 


HOW CAN YOU PARTICIPATE IN THE PROGRAM? 


In a test, the Idea Center program has already been 
explained in detail to a limited number of building 
material dealers. Their enthusiasm was great; 66% 
signed up immediately! To get full information for 
yourself, write, wire or phone: 


NATIONAL PLAN SERVICE, INC. (a subsidiary of Better Homes & Gardens) 
1700 W. Hubbard + Chicago 22, Illinois + TAylor 9-1700 
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in new IDEA CENTER program... 


SWDEA CENTER! 


Provides a new, unique 
selling link for 
building material dealers 


Gives customers 
sales-stimulating ideas 
for home remodeling 
and improvements 


Furnishes a complete, 
continuing program 
to attract shoppers, 

increase sales 


Backed by the national 
prestige and promotion 
. power of the 
Handsome Idea Center display stops shop- : family IDEA magazine # 
pers, stimulates customer sales. 7'/2 tall, 4 , 
wide by 2/2’ deep, it compactly contains 
more than 3,500 pages of home remodeling 
and improvement ideas. Illuminated header 


draws attention, can serve as night light. 
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what's te PRICE? 


Dealer prices to contractors held relatively firm in the last two 
weeks despite the slow housing market. The only changes 
dealers around the nation reported were a slight lifting of the 
top wood siding price level in zone 2, the middle Atlantic 
states, and an increase in the upper range for those dealers 
who handle western pine in zone 3, the south Atlantic states. 


Federal wholesale price reports show lumber and wood prod- 
ucts slumped in May to 123.7 from the April level of 124.3. 
Both months were below the April index of 126.3 and 128.2 
in May of 1959. Latest figures available for seasonally ad- 
justed production of lumber and products show an index of 113 
in April, a drop from the 115 a year ago. (1957-100.) 


Estimated sales seasonally adjusted, for retail lumber and build- 
ing materials dealers for April amounted to $64 million, a 
decided drop from the $70 million of April, 1959. 

















Current Retail Price Range 


Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone] | Zone2 | Zone 3 Zone 4 | Zone § Zone 6 Zone 7 Zone 8 Zone 9 
North | twiddle | South | East North | Eost South | West North | West South | Mountain Pacific 


| Atlantic | Centrol | Central Central Central 


Atlontic | Atlantic 
| | 

Low High Low High 
$ $ $ $ | 


Low High | Low High Low High | Low High Low High High Low High 
$ Me $ |} $ $ | $ $ $ $ $ $ $ 


LUMBER: 
Douglas fir: 


Dimension 
Std. & Btr. green R/L 2x4 
Std. & Bte. dry R/L 2x4 
Sed. & Btr. green R/L 2x10 
Std. & Bir. dry 2x10 R/L 
West Coost Hemlock, White Fir: 
Dimension 
Std. & Btr. dry R/L 2x4 
Std. & Br. dry R/L 2x10 
Western Pines: 
Boards: 
No. 2 & Btr. dry 1x8 R/L S45 or shiplop 
No. 3 & Btr. dry R/L 1x8 S45 or shiplop 


Southern Pine: 
Dimension: | 
No. 2& Bir. dry R/L 2x4 112.50 115. 80. 
Ne. 2& Btr. dry R/L 2x10 117.50 120. 95. 
Boords: 
No. 2 & Btr, dry R/L 1x8 S45 or D&M or 
shiplep 120. 160. 90. | . . 5 b » |) 145. 
Hordwood Flooring: } } 
Select Ook 25/32" x 2's" Ploin sowed 230. . 260. 320. | 230. 
No. 1 Common Ook 25/32" x 2's" Plain sawed | 245. » | 225. 285. 190. 
Interior Softwood Paneling: 
No. 2 Ponderose Pine R/W 220. . | 190 265. 195. 
Wood Siding: 
Redwood Clear Ali Heort bevel siding 
3/4" x 10" 
“A” Cedar bevel siding 3/4"" » 10” 
Wood Shingles: 
Ceder shingles 5/2 #1 16" - 5X 


376.50 | 115. 
360. | 200. 


225. 15. 


PLYWOOD: } 
Fir, 1/4" DEPA-AD interior glue : . : . . 150. | 97.50 140, | 100, ‘ : ; : . | 100,20 
Fir, 1/4" DFPA-AC exterior give 5 . b ‘ae . 170. | 105. 150. . \. ° » | 120, FL 
Fir, 3/8" DFPA-CD sheathing interior glue l . . \. . 4S. | 100. 150, ° . . . . . | 99.75 
Fir, 1/2" DEPA-CD sheathing interior glue | . . . 190. | 135. 190 | 5 . 5 5 . | 135.35 200 


Fir, 5/8" DFPA-CD sheathing interior give . 5 . . . 220, | 155. 210. 153.50 
- “ +— + SH - 


MILLWORK: 
Phil. mohogony (Lovon) flush door | | } 
1-3/8"-2-6x6-8 | 9.60 \. 9.90 6.85 11. | 5.95 9.85/ 7. 8.95; 7.26 
Birch flesh door 1-3/8" ~ 2-6x6-8 . 9.45 12.40 . 12.50 8.75 13.60} 7.70 12.25 9.84 12.65; 11.25 
Double hung window unit 2-4x4-6, set up, | | | | | 
glazed weetherstripped and bolonced 5 | 19.30 26,21 21.84) 16.75 35.99 | 12.50 27.40 6 i 18.28 24.50; 17.22 





BUILDING MATERIALS: } } | j 
Outside white point, first grade ‘ 6.05 7.35 | 7.99| 6.50 8.15) 6 7.29 | a 35 | \e 4 6.80 

ils 12. 4.75 | A % | 13 % | 1250 17 | ‘ 1% | 14 " 15. 
Mineral wool insulotion, full-thick bett | 72. . 60. 80. 65. 85. . 55. 9%. | 60. Sat ee 85 le 
Ceiling Tile, 12x12" \e 135. 200. 120. 210. 5 boot , 150. 
1/2" insulating building boord | . 85. 130. 50 65. 101.50 5 | . %. | 8. 
25/32" inseleting sheathing ‘ 120. 157.50 | 100. 135, . le . . | 140, 
3/8" gypsum wollboord ls . 50. 60, 2. 55. 60. . 70. S. 6. | 52 

1 


1/8" tempered hardboard 120. 90. 150, 


. 50. 
0. 8. 130, 105. 150. | 101. . i 6 » | 100, 125. | 108. 133. 9. 
215+ thick butt osphalt shingles A | 7.50 1045 | 6.75 10.25} 7.45 8.90 . 7,50; 7. 9.95 | 6.80 8,50 | 8.50 12.95 8. 
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DURABLE BEAUTY FOR MORE PROFIT POTENTIAL 


Today’s home owner wants the distinction 
of genuine wood paneling. The demand is 
growing in both the new home and home 
improvement markets. And when the panel- 
ing you sell can stand up to the wear and tear 
of family living, you have a clear competi- 
tive advantage. For the lasting look of luxury 
in every price bracket, Georgia-Pacific offers 
a complete line of paneling. 





GEORGIA-PACIFIC 


i —_— SEE INSIDE FOR WOODS, COLORS, AND TEXTURES 
Po a oe hates ; 


GEORGIA-PACIFIC GENUINE WOOD PANELING | 





FAMILY-PROOF HARDWOOD PANELING—The finest 
grade hardwood paneling, with exclusive Family- 
Proof Finish. Adds rich, mellow beauty to every 
room — saleability to every home! 

Saves ‘‘on-the-job” finishing costs . . . faster job 
completions, no finishing messes. Super-tough sur- 
faces cannot be duplicated on the job. 


Costs less through the years. . . No replacing, paint- 


ing, papering. Guaranteed for the life of the home. 


American Black Walnut, 


American Cherry 
(pictured ) 


Brown Elm, 
Blond Oak, 
Greymist Ash, 
Adirondack Birch, 
Natural Oak, 
Flame Gum, 
Pecan 


EXCLUSIVE FAMILY-PROOF FINISH—This tougher, 
more resistant finish is the most protective ever 
developed! Baked-on catalyzed resin produces an 
impregnable, fine-furniture surface that enhances 
beauty of the natural wood. Looks like hand-rubbed 
wax... yet defies scuffs, scratches, crayons, lip- 
stick, paint, alcohol, household chemicals, grease, 
most common stains, turpentine, ink, cleaning fluid 
—even boiling water! Smudges simply wipe clean. 





A COMPLETE LINE OF WOODS, COLORS, TEXTURES. . . 





GRAIN PLY PANELING—Popular-priced hardwood! 
Exclusive graining process produces realistic color 
tones and grain patterns. Available with Family- 
Proof Finish. Oak, or exclusive Teak— in a wide 
variety of pleasing colors. 


COTTAGE PANELING—Hardwood at medium price. 

Beautifully displays the natural growth characteristics All G-P factory-finished plywood paneling 
of the wood. Family-Proof Finish. Lifetime guarantee. 
Oak, Walnut, Elm or Birch. Birch now available in Nat- 
ural, Cherry-tone, Greytone, Mapletone and Antique. 


in 4'x8’ random-width V-grooved panels. 


FACTORY-COATED STRIATED—Only G-P Striated 
comes pre-painted at no extra cost. Finish suitable 
for exteriors or interiors—or serves as base coat. 
Saves time, on-the-job painting costs. Backs are 
grooved to balance striated face, resist warping. 


In 4’x8’, 4’x10’ panels; 12" and 16” squares. DEEP-ETCHED RIPPLEWOOD—High-style, low-cost 


paneling with grain contours in striking relief. New 
deep-etch process gives sharper grain pattern. 
Scuff-defying. No sanding or filling. Ready to stain or 
paint. 4'x 8’ standard or V-grooved; 12”, 16” squares. 





A WIDE RANGE OF PRICES . . . GEORGIA-PACIFIC 





for a growing America... 
PLYWOOD FROM THE WORLD’S LARGEST PRODUCER 


Georgia-Pacific, through its dealers, provides a dependable source of 
this basic building material. Consistent high quality is assured through 


G-P’s vast reserves of prime timber... efficient, revolutionary manu- 
facturing methods... continuing research... high grading standards. 
Wherever you are, whatever your plywood needs, G-P’s nationwide dis- 
tribution centers can provide every standard grade, size and thickness. 


MANUFACTURERS OF ONE OF THE NATION’S LARGEST 
INTEGRATED LINES OF FOREST PRODUCTS: 


PLYWOOD « HARDBOARD « LUMBER e REDWOOD «PULP « PAPER e CHEMICALS 


27 plants, 60 distribution centers. For complete catalog and informa- 
tion on all products, call your nearest Georgia-Pacific supplier, or write 
to Georgia-Pacific, Dept. ALBP760, Equitable Building, Portland, Ore. 


GEORGIA-PACIFIC 











iss ter 
schnitz* 


... meaning in good old Pennsylvania Dutch . . . wishing is for 
the birds; you’ve gotta get out and scratch around to get results. 


Here’s Why! 

ust wishing for sales will get you In the next 6 months... 

nowhere . . . but with a little Housing starts will be up 17% over 
extra get-up-and-go you can make the first half of ’60 
the next six months really pay off Mortgage money is easing up 
in building material profits. In fact, Personal income is up 6.5% 
with real effort you can turn the The weather should be favorable 
next six months into one of the and material is available to handle 
best you’ve ever had. the rush! 


Now’s the time to plan ahead . . . forge ahead. Be sure your inventories are adequate... 
then really start to sell! Quaker State is ready to supply the metal building products you need. 


QUAKER STATE METALS COMPANY 


LANCASTER, PENNSYLVANIA 
A Division of HOWE SOUND COMPANY 


MAKERS OF THE MOST COMPLETE LINE OF METAL BUILDING PRODUCTS MANUFACTURED AT ONE SOURCE 
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FAIR OAKS SUBDIVISION developed in Lake Wales, Fla., by 
Townsend Lumber Co., consists of 77 houses set back alter- 
nating distances on 75’x112’ lots to avoid the appearance of 


Lake Wales. 


being lined in a row. Dealer also has 14-house subdivision 


Increases turnover three times .. . 





in Frostproof, Fla. Company has six small retail yards in 
addition to main millwork plant and lumber operations in 


Land, Finance, Truss Making Bring 


Veteran lumber company reports 25°%/, net from sale 
of its subdivision land—plus whole-house materials 


sales. 


Dealer's finance department servicing $350,000 of 


mortgages regularly. 


Roof truss manufacturing and modern mechanical 
handling also contribute to better service for builders. 


AND CONTROL for home build- 

ing development is the unswerving 
path to greater materials sales volume. 
That is the assurance of J. F. Town- 
send, president of south central Flori- 
da’s oldest and largest lumber and 
building materials dealer. 

“We developed three subdivisions, 
then sold contractors nearly all the 
building materials they needed to 
build the houses and increased our 
volume almost $1 million,” relates 
the head of Townsend Sash, Door & 
Lumber Co., Lake Wales. 
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“In addition,” Townsend continued, 
“we built a truss plant where we also 
manufacture gable ends. This permits 
us to sell more lumber at better profit 
than ever before.” He added, “Con- 
tractors come from miles around to 
buy our trusses.” 

Six yards. Operating a planing mill, 
sash and door factory and millwork 
plant along with a retail outlet in 
Lake Wales, Towasend Lumber Co. 
also has five other yards in area com- 
munities—Frostproof, Avon Park, 
Sebring, Bartow and Haines City. This 


is the center of Florida’s citrus and 
vegetable farming, phosphate mining 
and cattle ranching region. 

“Dealer sales control has been an 
inspiration to us,” commented Town- 
send. “Building development here is 
not on the same scale as on the Florida 
coasts, but is progressive and sub- 
stantial.” 

Townsend Lumber Co. led in re- 
gionai land development. It first 
created a subdivision in Lake Wales, 
later in Frostproof and most recently 
in Avon Park. Lake Wales is the 
largest. 

Developers swarm in. “Retail lum- 
ber and building materials dealers were 
losing business because of an invasion 
of land project developers who used 
masonry,’ Townsend explained. “In 
our area almost all homes are built 
of concrete block. 

“The ready mix people sell rein- 
forcing steel and masonry cement and 
other products formerly supplied by 
retail lumber dealers,” Townsend 
went on. “Not many houses have wood 
floors. Most are of concrete slab 
topped by tile or terrazzo finish.” 

bdivision. Deciding to do some- 
thing about this incursion, Townsend 
Lumber Co. purchased a high, dry 
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MATERIALS FLOW is achieved in roof truss production at 
Townsend's. Lumber is hauled on fork lift trucks from sheds 
in background to 10’x30’ or 12’x60’ jig tables, then onto 


ik. SA RES 


roller press line shown in foreground, Top chords are pressed, 


truss is turned over for bottom chord pressing. Then the fab- 
ricated unit goes into adjacent order-assembly area ready 
for delivery trucks. 


Profitable (Ay: Florida Yard 


——— 
__ 


DEALER SALES CONTROL 


plot in Lake Wales and cleared the 
land. The city installed sewers. 

“We had to make a deposit with 
the city covering the sewage system,” 
Townsend said. “But we got it back 
on the basis of a set amount each 
time a home was connected to the 
system.” 

In platting 75’ x 112’ lots with 
a 15’ alley splitting each block, 
Townsend Lumber left as many shade 
trees in “Fair Oaks” as possible. It 
followed FHA and Lake Wales re- 
strictions and laid out 50’ streets, 
paving 24’. 

“We sold the lots to contractor 
customers,” Townsend said. “After all 
engineering, clearing, paving and 
other costs were deducted we netted 
more than 25% profit on the land.” 

Construction. Builders constructed 
and soid 77 homes for between $10, 
500 and $12,500 with Townsend 
Lumber Co. supplying most of the 
materials. A few houses with three 
bedrooms went for $13,500 or $14,- 
000. Townsend said FHA representa- 
tives “were most helpful” in making 
suggestions. One was appearance. 

“Houses were set back amid lawns 
and shrubbery at alternating distances 


from the street to avoid the appear- 
ance of ‘row homes,” Townsend 
added. 

Situated in rolling sand hills, the 
development lies between the Kissim- 
mee and Peace rivers. Many lakes 
dot the region and boats may be seen 
in many yards or carports. 

Other developments. Townsend 
Lumber Co. also bought and con- 
trolled sale of subdivided plots on 
high ground near Lake Reedy in 
Frostproof and in Avon Park. Again 
it put in 24’ paved streets and an 


GABLE END over carport was prefabri- 
cated by Townsend Lumber for one of 
14 houses in Woodham Heights sub- 
division in Frostproof. These homes, built 
under FHA title 203-1, sell for $8,250. 
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alley behind lots where utility poles 
are placed. 

“There are 14 houses built or un- 
der construction in Frostproof,” 
Townsend said. “Lots are 75’ wide 
with plenty of room. These houses 
were constructed under FHA Title 
203-1 for $8,250.” He noted that 
“FHA people have complimented us 
on this “Woodham Heights’ subdivi- 
sion.” 

“Our mortgage loan department is 
processing applications and securing 
FHA and lenders’ commitments right 
now for this development,” Town- 
send explained. “This also has meant 
some nice business for us.” 

Townsend Lumber Co. made a 
net profit on this land sale of slightly 
more than 20%. Building begins soon 
on 20 lots in Avon Park. 

Financing. All construction in 
“Fair Oaks” and “Woodham Heights” 
was financed through Townsend 
Lumber’s licensed mortgage loan de- 
partment. Activated shortly after 
World War II, it has grown to service 
more than $350,000 in loans yearly. 

“Under Florida law,” Townsend 

(Continued on page 48) 
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IT PAYS TO MECHANIZE, says J. F. Townsend, president of Townsend Sash, Door & Lumber Co., Lake 
Wales, Fla., whose equipment is grouped above. At left rear a tractor pulls a 33’ semi-trailer. Scissors 
lift truck in front of sand and gravel loading tractor elevates materials to roof level of houses. Fork lifts 
include 6,000-Ib. capacity and a 15,000-lb. capacity units. Pickup truck in front center, one of several, has 
a frame extending overhead its length for hauling lumber and steel bars. Note miniature roof truss atop 
sedan, promoting dealer's component business. 





DSC IN FLORIDA 


(begins on page 46) 





explained, “any building materials 
dealer who meets the requirements 
can obtain a mortgage broker’s li- 
cense.” 


Modern equipment. Townsend Lum- 
ber Co. has purchased a high lift 
truck for ease in helping builders. Its 
bed scissors up to roof level with a 
load of trusses, sheathing, roofing or 
marble chips. In addition, the firm 
bought two fork lift trucks, one of 
15,000 Ibs. capacity, the other of 
6,000. 


“In the first year of operation,” 
Townsend pointed out, “using these 
fork lifts, we saved enough in labor 
costs to pay for the smaller one.” 

Other equipment consists of a sand 
and gravel loading tractor, several 
pickup trucks with an overhead frame 
extending from front to rear bumper 
for hauling lengths of lumber or rein- 
forcing steel, a heavy duty tandem 
wheel truck and a tractor and 33’ 
flatbed semi-trailer. 

Unusual wheels. Because it’s diffi- 
cult for trucks to traverse Florida’s 
sandy soil, all heavy equipment is fit- 
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6,000-LB. CAPACITY lift truck is used in warehouse, shown at left. Larger 15,000-Ib. 
capacity fork lift at right is shown entering strapped dimension into 36'160’ package 
lumber shed. Labor saved during first year of using the fork equipment more than 
paid for cost of the 6,000-lb. capacity unit, president Townsend reports. 


ted with one conventional and one 
airplane tire on each dual wheel. 

“This permits us to get close up to 
a house under bad trucking condi- 
tions,” Townsend said. “Usually the 
driveways are the last thing built in 
a new subdivision; consequently it’s 
hard on our equipment.” 

Townsend Lumber’s main plant on 
five acres in Lake Wales contains 
over 800’ of railroad frontage. The 
ramped warehouse receives either rail 
or truck loads and the 36’ x 160’ 
package lumber shed has sliding doors 
on both sides. 


Paint. Combining with several non- 
competitive lumber and paint dealers, 
Townsend Lumber owns the Penin- 
sula Paint and Plastic Manufacturers, 
Inc., Maitland, Fla. 

“This venture is also proving to be 
profitable,” Townsend declared. “We 
recently sold the Polk county school 
board 1,700 gallons of paint made 
according to its specifications. 

“We think this is a better quality 
paint than the low priced stuff sold 
in such places as filling stations. This 
paint line lets us sell quality and still 
compete with the low price boys.” 
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Trowel points to Wide Flange Rapid Control Joint, a companion product used with Dur-o-wal 


Two sure ways to better block construction 


Dur-o-wal Reinforcement—Wide Flange Rapid Control Joint 


Wide-awake dealers are increas- 
ing their earnings by selling their 
customers on the combination of 
these two products, to assure 
permanent masonry walls. 
Dur-o-wal Reinforcement, fab- 
ricated from high tensile steel 
with deformed rods, lays straight 
in the mortar joints with all of the 
steel in tension and working to- 
gether as a truss. This is the basic 
engineering principle that makes 


for maximum flexural strength. 

And the Rapid Control Joint, 
with its wide neoprene flanges, 
automatically assures the flexibil- 
ity that lets a wall “‘breathe”’ un- 
der various natural stresses, pro- 
vides a tight weather seal with 
minimum caulking. 

For technical data and sales in 
formation, get in touch with any 
of the eight Dur-o-wal locations 
below. We’re set up for service! 


DuUR-O-waL 
Masonry Wall Reinforcement and Rapid Control Joint 


RIGID BACKBONE OF STEEL FOR EVERY MASONRY WALL 


DUR-O-WAL MANUFACTURING PLANTS 
© Dur-O-wal. Div., Cedar Rapids Block Co., CEDAR RAPIDS, 1A. © Dur-O-wal of Ill., 119 N. River St., AURORA, ILL. 


@ Dur-O-wal Prod., inc., Box 628, SYRACUSE, N. Y. 


© Dur-O-wal Prod. of Ala., Inc., Box 5446, BIRMINGHAM, ALA. 


© Dur-0-wal Div., Frontier Mfg. Co., Box 49, PHOENIX, ARIZ. © Dur-O-wal of Colorado, 29th and Court St., PUEBLO, COLO. 


© Dur-O-wal Prod., Inc., 4500 E. Lombard St., BALTIMORE, MD. 


© Dur-0-wal Inc., 165 Utah Street, TOLEDO, OHIO 
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Nine Lumber Dealers Work 
40-Acre Tract Together 


Oklahoma City dealers learn pitfalls of land 
development by experience. Slow start now 
shows signs of paying off. Cooperating deal- 
ers on the lookout for another good site. 


OKLAHOMA City, OKLA. 

GROUP of Oklahoma City lum- 

ber dealers who, in the words of 

one of them, “got tired of taking a price 

beating from contractor customers,” are 

developing land cooperatively for resi- 
dential building. 

After a slow start caused by tech- 
nical difficulties and bad weather, the 
first houses in the 40-acre tract in 
Midwest City, near Oklahoma City, 
have been completed. 

Several houses in the $14,000 
bracket were sold before they were 
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completed and without any sales ef- 
fort. 

Participation in Lumber Developers, 
Inc., as the group is called, was orig- 
inally open to all members of the 
Oklahoma County Lumbermen’s As- 
sociation. Nine lumber dealers joined 
and organized Lumber Developers, 
Inc., in October, 1958. 

Dealer members were allowed to 
buy 5% to 15% of available stock. 
Each dealer is participating in the 
development to the extent of a min- 
imum of seven lots and a maximum 


of 21. The 40 acres of raw land cost 
$25,000; development costs will run 
an estimated $175,000, so the total 
finished tract investment is around 
$200,000. 

Cord Wilson, Wilson Lumber Co., 
who was elected president of the 
dealer-developer group, also located 
the site which turned out to be a 
choice one from the standpoint of 
accrued value. Consequently, the par- 
ticipating dealers are expected to 
make a land profit that will run $750 
to $1,000 per lot. When originally 
purchased, the land was outside the 
city limits, but it has since been zoned 
inside. 

Some problems. This brings up one 
of several problems encountered by 
the group. Because the land was out- 
side the city, Lumber Developers re- 
ceived no municipal help installing 
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utilities. They have had to pay the 
entire cost themselves. In addition, 
some members feel their engineer 
failed to spend adequate time on their 
tract work, which slowed overall 
progress. Furthermore, any impor- 
tant action has necessitated a meet- 
ing of the entire group—and another 
slowdown. 

None of these problems, some un- 
avoidable, have dampened the enthusi- 
asm of the dealers actively interested. 
In fact, they are on the lookout right 
now for a larger tract, perhaps 160 
acres, 

Each development will be pro- 
moted by a separate corporation, the 
dealer members have agreed. Conse- 
quently, dealer membership will prob- 
ably change from one development to 
the next. Some dealers are known to 
have sat back to see what success the 
first development would have. 

It was evident at the start that 
dealers inexperienced in land looked 
to see what action more experienced 
deaiers in this field would take. For 
that reason, at least one dealer pre- 
viously active in land, joined to indi- 
cate his belief in the idea as much as 
for profit for himself. 

For succeeding developments, a 
tract manager will probably be named 
to hurdle organizational obstacles en- 
countered thus far and provide a 
smoother working relationship. 

The current development will be 
promoted cooperatively and by the 
individual dealer members through 
newspaper advertising and TV. Lots 


STREETS ARE PAVED and utilities installed since this picture of Lumber Developers, 
Inc. site was taken in the spring. Foundations in foreground are on lots owned by 


Francis T. Smith Lumber Co. 


for this development were selected 
impartially by drawing numbers with 
each dealer selecting five lots in a row 
on his first drawing. 

Speculative houses. Lots are 60’ 
wide and 120’ to 140’ deep. They 
will be sold only to prospective home- 
owners and contractors will buy their 
materials from participating dealers. 
The speculative houses to be built 
here will run from $11,500 to $14,- 
000. They will be three-bedroom, 1% 
bath residences with attached garage. 

Several dealers expect to use their 
own construction crews and others 
will build through their contractor 
customers. The site is one mile from 
Midwest City and four miles from 
Oklahoma City. Most of the houses 
are expected to be occupied by air 
base personnel with a fairly rapid 
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turnover. 

Two dealer committees, one on fi- 
nance and another on subdivision re- 
installations, have been responsible 
for those phases. A sum of $25 per 
lot was given the Oklahoma Lumber- 
men’s Association for the services of 
its secretary, Howard Jenks, who 
served the new group in that capacity. 

A local bank was deeded the land 
and handled all payouts on instruc- 
tions of Lumber Developers, Inc., ab- 
stracting and similar details. 

Dealer members of Lumber De- 
velopers, Inc. are Wilson Lumber 
Co., Inc.; Cary Lumber Co., Caston 
Lumber Co., H. E. Leonhardt Lum- 
ber Co., E. S. Billington Lumber Co., 
Neal Millwork & Supply Co., Hatch- 
er Lumber Co., Francis T. Smith 
Lumber Co. and Cullen Lumber Co. 


look for 


Only when you see this label 
printed on the carton, or placed 
under the bandstick . . . can you 
be certain of No. 1 quality 
machine-grooved shakes. Ask 
for, look for, specify, quality- 
inspected Certigroove cedar 
shakes. They’re guaranteed! 


RED CEDAR SHINGLE BUREAU 


5510 White Bldg., Seattle 1, Washington 
550 Burrard Street, Vancouver 1, B.C. 
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Jim Ryan stands before three of the 150 homes ia Edward M. Ryan’s “Highland Terrace,’” Mt. Lebanon, Pa. 


“ALCOA SIDING 
adds brand-name quality 
at no extra cost” 


—says Jim Ryan, Sales Manager, E. M. Ryan, Inc. 


The VALLEYV!IEW is an effi- 
cient, three-bedroom ranch-style 
home designed to provide maxi- 
mum living area at minimum 
cost ($15,500 to $16,500 range). 


The CHARLOTTE, a four-bed- 
room, two-story colonial-type 
home, offers the larger family 
luxury features. (Priced from 
26,000 to $29,000.) 
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“More prospects become customers . . . and our 
investment comes back to us faster .. . when we 
offer a home with Alcoa Aluminum Siding!” says 
Jim Ryan, sales manager for the well-known Pitts- 
burgh building firm, Edward M. Ryan, Inc. “Be- 
cause they know they get ‘more for the money’ with 
Alcoa Siding, prospects quickly become buyers.” 

Ryan-built homes, both custom and tract, range 
from $15,000 to $40,000. Popular in the Greater 
Pittsburgh area, 537 such homes were sold in 1959 
and an estimated 700 will be sold and erected in 
1960, Mr. Ryan predicts. 

“Homeowners have learned repainting is elimi- 
nated—for as long as 10 or 15 years—with aluminum 
siding,” according to Mr. Ryan. “The same prop- 
erties, like long-lasting corrosion resistance, that 
make other Alcoa Aluminum products so popular 
have created a built-in customer acceptance of this 
fine new Alcoa product.” 

Ryan homes reflect a distinct pattern of cus- 
tomer-requested features ...a brand awareness 
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that’s sweeping the country, especially in the resi- 
dential building market. Alcoa® Gutters, Down- 
spouts, Aluminum Soffits, Siding—‘“‘all the alumi- 
num they want! And we can give it to them at no 
extra cost!”” Mr. Ryan points out. 

Easily installed, easily sold, aluminum siding 
made by Alcoa notably enhances property values. 
Aluminum siding enables builders to reduce 
monthly house expense . . . enables buyers to carry 
larger mortgages (on bigger homes) because 
maintenance bills are lower! Write for more in- 
formation on Alcoa Siding today: Aluminum 
Company of America, 2199-G Alcoa Building, 
Pittsburgh 19, Pa. 


Vascoa| 
SIDING | MADE BY ALCOA 
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_. xi * Gil a Silas 
UNIQUE COTTAGE DESIGN by Elliott Lumber C 
and offers good interior circulation. 


DISPLAY NEWSPAPER AD points out unique 
design features and lists prices of various sized 
models. 


Unique Cottage Design 


Promoted by Dealer 


Gothic roof sheds the elements and 
allows extra circulation of air. 


A Canadian building materials dealer has developed a 
sturdy plywood cottage in a price range almost anyone can 
afford. 

Several having stood the test of a hard winter, Elliott 
Lumber Co., Ltd., Sault Ste. Marie, Ont. is now ready to 
promote the “Pioneer Gothic.” 

Main feature of this model is a combination half-circle 
quonset hut side and chalet “A” type roof that offers 
nearly 3’ added width at lower level, 4’ on second 
level. (A second floor is optional.) Designed to shed exces- 
sive snow or rain in the rugged north country, construction 
is claimed to be tighter than usual. 

Styled for many uses, the unconventional Pioneer Gothic 
cottage can be made into an 8’ x 8’ children’s play- 
house, a 20’ x 20’ fishing lodge or upwards in 4 
increments to a 20’ x 32° guest cabin. Other possible 
uses include a toolshed, garage, hunting hut or storage 
structure. 


SECOND FLOOR MATERIAL is supplied to cover one end 
17’x12’. There is plenty of room for a second-floor bedroom. 


Any conventional framing can be used for the lower 
floor of the building, which is said to be easy to heat and 
quick to cool. The roof is supperted by springy 5-ply 
half-arches of 1 x 4 dressed spruce. They are 22’ long 
made on a 26’-radius form. 

However, longest arch is 16’, nailed every 10” to 
conform to a 28’ radius. Then it is drilled for collar ties 
and ceiling joists and placed upright with centers 4’ apart. 

British Columbia waterproof underlay fir sheeting %” 
thick covers roof and sidewalls in 4’ x 8’ sheets over- 
lapped 3” horizontally. In the basic 20’ x 20’ cottage, 
a 4 x 10’ plywood sheet creates a 2’ overhang in 
front, a 4 x 9 sheet overhangs 1’ at rear. Prices vary 
according to distance shipped, but cost of this structure is 
$995 for materials only or $225 more if built by Elliott. 
The largest 20’ x 32’ size runs $1,325. Two-day erec- 
tion is $300. Framing, windows, doors and stairway is 
made to specifications. 
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PERSONAL INTERVIEW 





AL & BPM Exclusive 


A Talk with President George E. Price... 


What Makes National Homes Tick 


LAFAYETTE, IND. 

S THERE a single dominating reason why National 

Homes Corporation has grown so rapidly, while other 
housing prefabricators have so often faltered? 

The quick mind of George Price, farm-boy turned mas- 
ter prefabricator, didn’t dwell long on the question. 

“Because we’ve made more millionaires out of builder- 
dealers than anyone else,” he snapped. 

“We provide them with saleable houses, we show them 
how to sell, we offer training and plenty of merchandising.” 

He added !ater: “We supply the ‘Ford car’ of the hous- 
ing industry.” 

Such were typical replies from National’s president who, 
with his brother James, founded and still run their far- 
flung home manufacturing enterprise in a hard-working 
friendly Hoosier fashion—roaming the factories, discuss- 
ing floor plans, talking with builders, managing with a 
personal touch the firm’s four plants and seven subsidiaries 
which last year produced a total of 36,000 house packages. 

George Price had read the June 6th report in A.L. & 
Building Products Merchandiser about wholesalers and 
dealers entering the component and prebuilt housing busi- 
ness. What does he think about that development? 

“Anybody who does a good, creditable job in supply- 
ing components is good for National Homes,” he said. 
“What’s important is not what somebody else does—its 
what we do ourselves. What we don’t like are companies 
who do a lousy job, whether they sell prefabricated homes 
or not. 

“After all, what is National Homes? We are simply a 
wholesaler of component parts. We're really not much 
different than any other large supplier. 

“Take, for instance, Philadelphia,” he added. “Levitt 
does a good job in that area. We do too. A lumber dealer 
selling components could also do a good job. 


“The dealer’s or wholesaler’s success depends upon his 
own ability. There’s really no distinction between the type 
of companies who sell components.” What counts is the 
care and feeding of the builders and contractors. 

Lumber preferred. National continuously investigates 
metals and plastics for structural uses. But, National has no 
plans to switch from a wood frame in the forseeable fu- 
ture, says Price. 

“Times would have to be much more competitive than 
today for us to go into sandwich panels or metal frame 
or some other radical approach,” he explained. “Every 
material has advantages and disadvantages. Of course, we’re 
always studying the work of Koppers and the others using 
new wall techniques.” 

It’s a somewhat different story on applied products. 
For example, National pioneered the use of aluminum 
siding. Currently, 75% of National homes are aluminum- 
clad. 

When told that some mill people were advocating that 
lumber should be precut in the timber country and shipped 
to home manufacturers ready for fabrication, Price said 
that National had studied that possibility several times. The 
latest study was made only last year. But the savings 
wouldn't be enough for the National setup, at present, he 
declared. 

How about size? In Price’s opinion, size isn’t everything 
in prebuilding. 

“A plant can be profitable turning out a single house a 
day,” he said. 

A big plant has just that much more to go in getting 
over the break-even point. 

“The bigger the plant, the tougher it is to keep up to 
capacity and that’s where the profits come from,” he com- 
mented. 

The Lafayette 700,000 square-foot factory, for instance, 


PRESIDENT GEORGE E. PRICE points to map with 1000 pins, one for each builder-dealer 
who sells homes from National or its subsidiary companies. Builders do not have exclusive 
franchises and several may compete in a National subdivision or market area. 





Is today producing some 60 houses a day. But that’s only 
half of its potential output on three full shifts a day. 

“Our Tyler and Horseheads plants, each around 250,- 
000 square feet, can more easily obtain maximum pro- 
duction,” Price explained. 

Builder-dealers, To become a National builder-dealer 
you must have a construction background, Price feels. 

“We don’t believe in real estate brokers or others who 
are removed from the building business. 

“We insist that our builder-dealers be directly responsible 
for house erection.” 

Labor. What about unions? “Everybody always asks 
that question,” Price laughed. “Actually, we’ve never had 
union trouble. 

“We've had a contract with the carpenters for six years. 
Teamsters haul our houses to the job sites. Whether union 
men erect the components depends upon the delivery site.” 

Price couldn’t see how more prefabrication would in- 
crease union problems for the building industry. 

“As a matter of fact,” he said, “the union gains because 
many houses made in unionized plants are sold in non- 
union areas.” 

Labor rates in Lafayette begin at $1.95. They naturally 
are lower than in markets such as Chicago, where many 
National homes are sold. But that’s a matter of geography— 
and an example of the wisdom of manufacturing in a 
smaller city. 

A prebuilt house plant can succeed with non-union 
workers, providing that all components are shipped to simi- 
lar non-union markets, Price said. 

“In our case,” he added, “it’d be suicide to try and do 
away with unions.” 


How National 
Helps Its Builders 


ATIONAL HOMES’ success depends upon how 
it helps its 600 bvilder-dealers, says president 
Price in the accompanying interview. 

The company has a sales division, a service divi- 
sion and a sales training division, in addition to its 
advertising and merchandising department. 

Anson McAdams is senior vice-president and gen- 
eral sales manager for National Homes; his counter- 
part for the subsidiaries is Richard E. Larimer. 

The builder-dealers help plan the company’s 
house designs and selling programs. A dealer-builder 
advisory group, two executives from each region, 
meet regularly. For example, chairman James 
Price met last month with the plans and design ad- 
visory group. There are also two annual meetings 
for all the builder-dealers. 

National provides sales training, both for its own 
sales force and for builder-dealer salesmen. The 
builder-dealer trainees stay for a week, either in La- 
fayette or Atlanta. 

Felix Haley, who heads up the sales training at the 
main plant, said he uses the guided conference tech- 
nique. 

‘I'm not a teacher; I’m a discussion leader,” he 
explained. 

Although products, construction, financing and 
other technical matters are discussed at the training 
sessions, the primary theme is salesmanship. There 
are about 24 classes of 12 students each year for 
builder-dealers. 

Three afternoons are devoted to “role-playing” in 
National model homes. Students take turn acting 
as customers; other students try to sell them. 

Sales talks are recorded on tape for each student. 
“Those electronic monsters tell a man things about 
his salesmanship which he wouldn’t believe from 
anyone else,” Haley commented. 

The builder-dealers pay a nominal fee for the 


There are no longer any substantial problems peculiar 
to house manufacturing, Price said—whether it be unions 
or the techniques of prebuilding. The fabricator’s problems 
are the same as any type of builder, mainly a matter of 
merchandising and finance. 

Even the problem of codes, which has hindered pre- 
fabrication so much in the past, is being overcome as 
more communities adopt performance type codes, Price 
said. But headaches do come from choosing the right de- 
signs, from the ups-and-downs of mortgage terms and 
available money, from zoning regulations which increase 
land costs for buyers of small homes. 

Markets. Right now, National executives are pleased 
with the reception given to their newest plant near San 
Francisco. It represents a new region for National infiltra- 
tion. 

Commenting on the general home building outlook, 
president Price said that he had expected a dip this year. 

“The time just isn’t ripe for another big break in the 
mass market,” he explained. 

“There’s always a big market which can be tapped when 
and if the monthly payment figure can be cut $5 to $10. 
It’s the monthly rate that’s all important—more so than 
down payment. 

“Right now we can’t touch that low-end market. But it 
will come. Perhaps 40-year mortgages. When it will come 
depends upon social, political and economic factors.” When 
the break does arrive, National will be ready. 

Until that day, the nation’s biggest house manufacturer 
will continue along its present pace—slightly below, per- 
haps, the firm’s $94 million sales of 1959. 


training. “We believe that you should charge for 
everything you provide,” said president George 
Price. 

National’s own sales force go through the rigors 
of training for several months. The firm’s service 
men—those who work with builders to solve field 
problems—often sit in on training classes, too. 

Sales aids. The training program is one way in 
which National helps its builder-dealers. Another 
aspect is production of point-of-sale and advertising 
aids. 

National recommends that a tent be erected near 
the developer’s model homes. A promotional “tent 
package”, available to builders for $196, consists of 
the following: 

10 yard signs. 
3 “$10 Will Hold Lot Of Your Choice” signs. 
2 benefit signs. 
6 term signs. 
heat element. 
set of mockup identifying signs. 
set house mobile signs. 
set prints for tent placement and photographs, 
printed door with lock. 
walnut wall cabinet. 
6 printed doors (for sales desk and hat table). 
1 printed door for scuff test table. 
200 aluminum Lucite benders 4” x 4”. 
25 asphalt 4” x 10” roof samples. 
2 aluminum heat shields for element. 
1 set display cutaway—panels, trusses, materi- 
al KD. 
1 set plumbing display parts. 

In addition, National provides literature on cur- 
rent house models; outdoor billboards at $11 per 
sheet plus $3.95 for imprint; personalized 4-color 
folders for builders at 7¢ each; 35MM color slides 
of each model at 30¢ apiece; postcard prints; cus- 
tomized radio commercials on records at $37.50; 
talking house records, $10 each; complete model 
catalogs at 25¢ each and blown-up floor plans at 25¢ 
each. 

What else? Plenty of personal attention. 
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SELLING IN THE “IDEA ROOM” is a pleasure for secretary Vic 
Kingdon, who poir': out the features of super-satin mahogany 
to a prospect. Note special lighting for the exhibits. 


FULL-PAGE AD gave the new paneling-tile center a kickoff. 
The ‘‘specials’’ in wall paneling were only slightly below list. 


“Operation Sell Sharp—Look Sharp!” 


CHANGING COLORED SLIDES of beauti- 
fully paneled rooms is an effective silent 
salesman. 


58 


Employes of Wright-Bachman, Indianapolis, lived up to this 
theme of their sales contest by selling $7,725 worth of panel- 
ing, ceiling tile and wall tile in a six-week’ push. 


URNING A DEAD SALES COR- 

NER of their store into a smart- 
looking paneling, ceiling tile and floor 
tile center has resulted in a sharp in- 
crease in paneling and allied products 
for Wright-Bachman, Inc., Indianap- 
olis. 

But it took more than a pretty se- 
lection of full-size panel sheets, at- 
tractively wall-mounted to do the job. 
It took a concentrated sales effort by 
all store personnel, who had been 
carefully briefed in special sessions 


prior to the push, which ran from 
March 12 to April 30. 

Sales from the paneling center for 
the six-week period totaled $7,725 
with about $500 worth sold on an in- 
stalled basis. 

As a sales incentive, the manage- 
ment established a point system based 
on one point for every $1 worth of 
sales, including such associated items 
as furring strips, staples, deft, under- 
layment, mastic, etc. 

(continued on page 60) 
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Modern automatic loading equipment and modern heavy-duty Mack trucks form an un- 
beatable team at Stamm Supply, Inc. On-schedule deliveries over the rugged Pennsylvania 
mountains, through all kinds of weather, are all in a day’s work. 


a 


On construction jobs 


MACK 


for over 7 straight years 


NO.1 


by far in sales of 
diese! trucks 


The name MACK carries a lot of weight 


If your trucks have to stand up under 
heavy loads, you have a good reason 
for using Macks. Allen Stamm, presi- 
dent of Stamm Supply, Inc., Turbot- 
ville, Pa., gives his reason for using 
them. “We handle a wide variety of 
building materials, but all the loads 
have one thing in common—they’re 
heavy. Pre-stressed concrete bridge 
members and concrete blocks—such 
loads, combined with tough terrain, 
give our trucks a real workout. Our 
Macks give us top performance, year 
’round dependability, good economy. 
As for maintenance, for the past two 


years it’s been nil. What more can 
you ask of a truck?” 

As Mr. Stamm says, when it comes 
to taking on the tough jobs and mak- 
ing them easy, Mack trucks are in a 
class by themselves. They have the 
ruggedness and stamina to take their 
work in stride... the sure-footed 
power to‘lick the toughest going. 
Where ordinary trucks bog down, 
break down or require excessive main- 
tenance, the extra margin of protection 
against shock loads, stresses and strains 
that’s built into every Mack compon- 
ent pays off over and over again. 


Your nearest Mack branch or dis- 
tributor will be glad to give you full 
details on the Mack model best suited 
to your requirements, plus on-the-job 
performance figures of Mack users 
near you. Mack Trucks, Inc., Plain- 
field, New Jersey. Mack Trucks of 
Canada, Ltd., Toronto, Ontario. 


MAC K 


FIRST NAME FOR 


TRUCKS 
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12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Iil. 











Operation Sell Sharp 
(begins on page 58) 





For every 150 points thus accumu- 
lated, employes had a choice of the 
following items: 

1 Van Heusen dress shirt 

1 Van Heusen sport shirt 

1 pair pajamas 

4 T shirts 

4 athletic shirts 

4 boxer shorts 

4 briefs 

4 Van Heusen neckties 

12 handkerchiefs 

Concluded a statement announcing 
the contest to employes: 

“We've got the sharpest display in 
town. Let’s sell more than anyone else 
in town!” 

Although the center features about 
50 paneling samples in 4x8 sheets, 
each price-marked for a sample room, 
floor tile and ceiling tile are tied in 
effectively. Ten different ceiling tile 
samples are shown applied to a dum- 
my ceiling and nine samples of floor 
tile, all kept in stock, are also shown. 
Sales of vinyl asbestos tile lead. 

Even though the special promotion 
returned gratifying sales, secretary Vic 
Kingdon is quick to point out that it 
takes more than one sales spurt to 
make the center a full-time success. 

Besides the sales thus far, the cen- 


FLOOR AND CEILING TILE tie in natural- 
ly with wall paneling and the latest and 
most popular samples, all priced, are 
found in the new Idea Room. 


ter has helped educate Wright-Bach- 
man employes in the uses and strong 
sales points of these products. Con- 
sequently, they can talk paneling, 
ceiling tile and floor tile with a meas- 
ure of authority lacking before the 
center was opened. 





ALWAYS SELL GENUINE 


ZAMOLLY > 


SCREW ANCHORS and JACK NUTS 


Write for Free Literature 


MOLLY CORP., Reading 
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\ common, trim 
\ 4 packed in pull string *Job-Pac”™ — 30 to @ master 


All nails in 25- and 50-lb. cartons 


Phifer ‘Sblihiinen Nails in Job-Pac Cans make nice shelf 
hardware — never scatter on floor or counter. They 
ag end assure thet every nail will arrive at the 
oS ae oes line of 


Aluminum Neils 
md oval head trailer nails) ore 
carton, 


PHIFER WIRE PRODUCTS 


POST OFFICE BOX 9007, TUSCALOOSA, ALABAMA 
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Trade Mark 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


DOUGLAS FIR 


INCENSE CEDAR 


Annual Production 60 Million oe 





High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Anderson, California 


Registered 
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Gives Your Kitchens india ily 


As a dealer, or builder, Preway Bilt-Ins set you apart from the crowd .. . give you 
special identity . . . help your kitchen gain the “Look of Luxury” with Preway’s 
customized styling in both gas and electric appliances. 

And when it comes to installation, you'll find that Preway also gives you the 
lowest in-place cost. In fact it takes only 60 seconds to “lock-in” a Preway oven, 
gas or electric; and a screw driver > is the only tool required. 


Preway is the pioneer full line manufacturer of built-ins; offers you the most 
complete selection in the country. Bring women your way with Preway — as 
hundreds already do. Call or write for the facts, in full color; and the figures, 
in black and white. 


id? os 


ook of oe ry 
PREWAY sae Second St., North, Wisconsin Rapids, Wis. 


R 


SINCE 1917 — Pioneer manufacturer of buslt-in appliances refriger- 
ator-freezer combinations, gas and electric ovens and surface units, ventilating 
Circle No. 77 on Handy Cover Card range hoods, dishwasher. Member of Brand Names Foundation 

















MARLITE RANDOM PLANK gives you room for more profit! 


Check your wholesaler for the complete money- 
making details, or write Marlite Division of Mason- 
ite Corporation, Dept. 741, Dover, Ohio. 


For more than 30 years, Marlite paneling has been 
popular and profitable for modernizing kitchens and 
baths. And now with new Marlite Random Plank, 
profit opportunities are greater than ever. Available 
in six exclusive Trendwood® finishes, this econom- 
ical wash-and-wear paneling gives any room the 
luxury look of handsome hardwoods. It can be in- 
stalled by the home handyman with ordinary car- 
penter tools; cleaned in minutes with a damp cloth. 


Circle No. 78 on Handy Cover Card 


Marlite 


plastic-finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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What is a good 
package sale? 


By ARTHUR A. HOOD 
Chairman, Judges, Insulation Board Institute, 
Package Salesman Contest 


What makes an outstanding package 
sale? 

This question, of course, is one that 
the three judges of the Insulation Board 
Institute’s PACKAGE SALESMAN 
Contest have had uppermost in their 
minds when evaluating the contest en- 
tries. 

The answers to this question actually 
contain great value for all retail building 
materials sales personnel. Why ? Because 
these answers can go a long way toward 
helping every salesman do the things 
that must be done to create more sales 
for himself and his yard. 

So, we are devoting this column to 
some of the points which the other 
PACKAGE SALESMAN contest judges 
—Mr. H. R. Northup of N.R.L.D.A. 
and Mr. S. M. Van Kirk of N.B.M.D.A. 
—and myself have arrived as a result of 
our judging duties. 
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Probably the most important thing 
any retail salesman can do in package 
selling is to create a sale where none 
logically existed at the outset. This point 
is illustrated in the first place, $500 
winning story in this issue of PACKAGE 
SALESMAN Magazine by Bernard 
Tessler, Euclid Lumber Sales. Notice in 
this story how Tessler created the sale of 
an entire addition, even though the only 
thing mentioned at the start of the sale 
was paint. 

There are, of course, many other 
points that can add up to an extremely 
good package sale for remodeling or 
new construction. Here is a list of some 
of the more important questions a 
package salesman should ask himself: 


(1) Do I dig up sales leads myself? 


(2) Do I find out what the customer 
really wants? 


(3) Do I try to sell-up (i.e. greatly in- 
crease) the sale? 


(4) Do I use financing effectively ? (Be 
sure to check the story by L. H. 
McConnell in this issue for some 
good answers to this one.) 


(5) Do I sell the extra benefits of qual- 
ity products? 


(6) Do I sell my firm’s services and 
those of my contractors? 


(7) Do I provide how-to-do-it informa- 
tion to close the sale? 


(8) Do I draw up a clearly understand- 
able plan for the customer? 


(9) Do I make good use of manufac- 
turers’ displays, literature and ad- 
vertisements ? 


(10) Do I make frequent satisfaction 
call-backs and sell-up on these call- 
backs? 


(11) Do I make one successful package 
sale lead to another? 


(Advertisement) 


Springboard products 
to package sales 


“Insulation board products often are 
called the “springboard products to 
package sales,” says Charles M. Gray, 
Manager, Insulation Board Institute, an 
association of the 14 companies that 
account for over 95% of the insulation 
board products made in the U.S.A. 

“These products are ‘springboards to 
package sales,’ ’’ says Gray, “because it 
is almost impossible to sell them without 
including other products from the re- 
tailer’s stock as part of the sale. This 
leads to bigger sales, more commission, 
and more net profit.”” 

Hundreds of new decorative and 
acoustical patterns are attracting more 
and more remodeling and new home 
prospects. Last year, dealers’ acoustical 
tile sales went up more than 23%. When 
a sale of ceiling tile is made, sales of 
furring strips, nails (or adhesives), and 
moulding must be made to complete 
the package. 

The other insulation board products 
also are rarely sold separately; building 
board, sheathing, shingle backer, and 
wall plank are usually elements of large 
remodeling or building projects. 

And, insulation board products are 
*“‘packages of quality” in themselves. 
Made from processed wood, cane or 
similar natural fibers, the products com- 
bine quality, variety, usefulness and 
economy. Your prospects can easily 
understand the one outstanding quality 
that’s common to all insulation board 
products—“‘they insulate.” 

Insulation board products add im- 
portant structural strength, fashionable 
beauty—or both—wherever they are 
used. They’re easy to saw, nail, staple, 
glue, paint and clean. Insulation board 
products can be your springboards to 
success in package selling. 
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CUSTOMERS, Mrs. George Salem 


(right) and daughter Alice, were x 
extremely pleased with $500 By finding out what the customers really 


ize-wii Tessler’s plan, which put sey 
Sei ee aac af ibe aka aie wanted, Salesman Tessler sold an addition 


addition on rear of the home, expanding 


the kitchen, a small bedroom, and a ; , 
cramped bath. Sale also included new to the house and a new kitchen. 


kitchen cabinets and appliances. 
By BERNARD TESSLER 
President, Euclid Lumber Sales, Inc., Wickliffe, O. 





| : INDING OUT what the customers real/y wanted—then 


showing them how to get it was the key action that 
enabled Bernard Tessler, President, Euclid Lumber Sales, Inc., 
$ Wickliffe, O., to convert a $25 paint sale into a $4,288.43 
OOS S remodeling project. Tessler’s package sale story wins $500 
first-place prize money in the second Insulation Board Institute 
e PACKAGE SALESMAN Contest and puts him in competi- 
a | nt 0 rd we tion for the $2,500 grand prize to be awarded in October. 

Tessler’s prize-winning package sale started on a relatively 

low note when a couple visiting his showroom inquired about 

$ paint for a couple of rooms. With a little skillful questioning 

0 and suggesting, Tessler created a big-ticket package sale 

where virtually none had existed. He ended up selling the 

customers a three-foot addition to the entire back of the home 

re MN 0 e if which expanded the kitchen, bathroom and back bedroom; 

he also sold new kitchen cabinets and several appliances. 

Tessler arranged for the sub-contracting of the heavier con- 

| struction work and showed the customers how to do the 
Sd e lighter finishing work themselves. 

In his own words, here’s how Tessler did it: 

“On last November 17 at 12:30 P. M., I was on my way 
out to lunch, and a couple—Mr. and Mrs. George Salem— 
stopped me to ask about paint. So I could better advise them, 
I asked how it was to be used. They wished to paint their 


laundry room and two upstairs bedrooms. I recommended 
the proper paint and asked whether they had other problems. 
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“Mrs. Salem complained that her sink top was worn and 
needed replacing. I noticed the longing look on her face as 
she caught a glimpse of the adjoining kitchen display. This 
look was the signal to me to inquire about her present kitchen 
facilities. She dejectedly replied that they were highly inade- 
quate for the needs of her large and growing family. She 
remarked how much easier and more pleasant her work would 
be if she could perform her daily tasks in a kitchen as color- 
fully and handsomely appointed as the display unit, which 
afforded ample cupboard space, maintenance-free plastic 
laminate counter area and various step-saving features. 

“I anticipated the first obstacle to this sale and was ready 
when Mr. Salem said that the costs would be prohibitive and 
that they could ill afford so much at one time. Now was the 
obvious time to utilize a great sales-saver. I put forth our 
flexible financing budget terms which carry the lowest rate 
and small monthly payments, and ‘of course,’ I remarked, 
‘no down payment.’ 

“T explained that the kitchen cabinets were pre-assembled 
and that installation could be completed as a do-it-yourself 
project, thereby saving a substantial sum. The Salems agreed 
that the project was now possible. 

“I wrote the order for the paint and made out an FHA 
loan application for the purposes of checking credit. Im- 
mediately after lunch I went to the Salems’ home to take the 
necessary measurements for the kitchen. On arriving I found 
that the living space in the house was extremely inadequate 
for a family of six people. It obviously was inconvenient for a 
family as large as this to comfortably assemble in the small 
kitchen-dining area. 

“So, after a preliminary survey, I suggested extending the 
entire rear of the house. By removing the rear partition, the 
kitchen-dining area, a small back bedroom and the cramped 
bath area could be increased. Because the floor joists ran from 
front to rear, the addition could be supported by floor joists 
cantilevered from the house, thus saving the expense of a 
foundation. 


package selling 


is their business 


“We are primarily a consumer yard,” says Bernard 
Tessler, president, Euclid Lumber Sales, Inc., Wickliffe, 
O., “and it’s a fact that our main business comes from 
selling package projects to homeowners.” 

Tessler, $500 first-prize winner in the Insulation 
Board Institute’s PACKAGE SALESMAN Contest 
for July, said the yard sells 400 to 500 garage packages 
each year, as well as a substantial number of package 
recreation rooms, room additions, kitchens, porches, 
patios and fences, The firm pushes use of insulation 
board sheathing on garages so the buildings can be 
easily heated and used by homeowners as workshops 
and playrooms in the winter months. The yard employs 
10 persons and grosses about $500,000 annually. 

Tessler and his staff have attended two management 
sales training workshops sponsored by the Ohio Retail 
Lumber Dealers Association. “These sessions helped 
prove to us that there’s nothing better for the retailer 
than package selling,” says Tessler. ‘When we sell a 
package project, we get our full mark-up. And, as soon 
as we turn in the completion certificate to our lending 
institution, we get paid in full.” 


“T returned the following day with an accurate scaled draw- 
ing of the addition, including construction details, perspective 
colored drawings of a kitchen with new cabinets, and glamorous 
literature supplied by the manufacturers of the different 
products to be used. 

“On the exterior walls I explained we were to apply asphalt- 
impregnated sheathing to add to the structural strength of the 
building and protect the building from bad weather conditions 
during construction. We also applied insulation board sheath- 
ing under the floor joists of the extended portion of the house 
to insure that the floor would be warm in the winter and pro- 
tected from the elements. 

“We furnished the rough carpenter labor to speed the work 
on the addition. The Salems installed the cabinets, built-in 
refrigerator, sink, garbage disposal, tiled the floors and painted, 
thus saving themselves con- 
siderable labor expense. 

“Cost was not the major 
issue of this sale, however. I 
had rendered a service to this 
couple by recognizing their 
needs, supplying drawings, ac- 
curate information and proper 
materials to do the job. Upon 
completion of construction, 
they had increased the value of 
their home and added many 
pleasurable hours of living con- 
veniences for years to come. 

“Total final sale. $4,288.43 

“Intended 

original 
purchase 
“The rewards of 
package 
selling........$4,263.43,” 
said Tessler. 


DECORATIVE, acoustical and 
standard ceiling tile display, 
suspended from the ceiling and 
brilliantly lighted, helps Tessler 
sell attractiveness of insulation 
board tile to a customer for a 
new home. 


INSULATION BOARD SHEATHING is featured as part of the 
display of a model garage right inside Tessler’s showroom. Tessler 
promotes insulation board sheathing for garages for customers who 
wish to use the garage as work and play areas in winter. 











“REAL SATISFACTION in this 

sale,” writes Saleswoman Marge Smith, 
(right);"was being able to move Mr. 

and Mrs. Larry Clark from the 
basement of their unfinished home to 

the upstairs.”” Mrs, Smith and the 
Clarks discuss the decorative 

insulation board ceiling tile going 

up in the living room. 


41,800 sale 
from uncompleted shell 


Saleswoman Marge Smith employs barrage 
of dealer services to clinch home completion 


By MARGE SMITH 
Partner, Smith Lumber Co., Portland, Mich. 


“T BELIEVE the satisfying things in this package sale were that 
we were able to bring our customers out of their basement 
home—we were able to help them on their home and business 
financing—and we were able to show our customers real 
service and real product quality.” 

That’s how Mrs. Laban (Marge) Smith starts the story of 
her package sale for the Insulation Board Institute’s July 
PACKAGE SALESMAN Contest—the story that makes her 
winner of the second prize $250 cash award. Mrs. Smith, a 
former art teacher and an expert on color and home decora- 
tion, is a key part of a well-balanced three-person sales team 
that includes her husband, Laban, a veteran hardware man, 
and Bud Heinowski, former forester and a lumber expert. 
Mrs. Smith herself is proof that package selling succeeds with 
the feminine as well as masculine touch. Here’s her story: 

“A young couple came in to buy masonry paint for their 
basement walls, explaining that they were living in the base- 
ment of their uncompleted shell home. They complained 
about the quality of the lumber and other materiais that had 
come with the out-of-town shell, and it was obvious they were 
unhappy. During their first visit, I made no attempt to sell, 
I was just a sympathetic listener. 

“*A few days later, Mrs. Larry Clark, the customer, came to 
our yard again. We talked about some of the new materials which 

would make their basement 
a more pleasant place to 
live in. I showed her some 
cheerful, gay color schemes. 
She mentioned that she and 
her husband, Larry, would 
like to finish the basement 
first, which would become 
an office and recreation 
room when they eventually 
moved upstairs. 

“So, that same evening I 


FINISHED BEDROOM ceiling 
of decorative insulation board tile 
is admired by Mrs. Smith and 
Mrs. Clark. Mrs. Clark saw the 
tile in Smith Lumber Company's 
model promotional home, liked 
what she saw—and bought it. 
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called on them at their home with samples of striking deco- 
rator and acoustical ceiling tile, floor tile, paint color cards, 
and plastic laminates for the little kitchen work area. I ex- 
plained that insulation board tile would add bright beauty 
to the ceilings and control sound as well as help insulate the 
basement from the cooler, unfinished upstairs. The Clarks 
were receptive and open to suggestions, but the main thing 
was to control spending. I estimated costs at about $600, 
and they decided to go ahead with the basement materials 
package. Work in the basement took them most of the 
winter, and we only furnished materials as they needed them. 

“In February we showed more than 4,000 persons through 
our promotional model home (to which we can trace more 
than 40 remodeling sales). The Clarks were among the in- 
terested visitors who came back to see the home many times. 
We had used modern, decorative insulation board ceiling tile 
in the model home, and Mrs. Clark commented: ‘I never 
realized ceiling tile would look so pretty in a brand-new home.’ 

“The Clark’s visits to the model sparked their desire to 
finish the upstairs of their home. We called on them again 
and estimated their materials needs. The big problem was 
financing—but we managed to not only finance the improve- 
ment work but to help Mr. Clark secure some necessary 
financing for his portable grain milling business. So, added 
to the original $600 package, was a $1,200 package for finish- 
ing the upstairs. 

“We stressed materials to suit their pocket-book, and yet 
there is nothing shoddy or drab about their finished product. 
I guided Mrs. Clark in her selection of color, which I feel 
has made their small dwelling much more attractive and 
more saleable. 

“This sale has been especially gratifying to me because 
it has produced happy, satisfied customers. The Clarks plan 
to sell this home soon, and they’ve already told us that their 
next home purchase is ‘in the bag’ for Smith Lumber,” 
wrote Marge. 
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All they asked for was a bedroom, but 
Package Salesman McConnell sold ’em a 
12 x 34 ft. addition. 

By L. H. MCCONNELL 


Salesman, Nunda Lumber Yard, Nunda, N.Y. . 


ae HE FUTURE Of this business will be found in the sale of 

the complete, end-use packaged unit direct to the con- 
sumer properly financed.” Art Hood said this in 1929, and in 
1960, L. H. McConnell is one of the thousands of retail 
building materials salesmen who are proving it. McConnell’s 
third-place, $100-winning entry in the Insulation Board Insti- 
tute’s PACKAGE SALESMAN Contest for July tells how 
he used financing to boost a $600 request for an extra bedroom 
into a $3,680 sale of a 12 x 34 ft. addition including a bedroom, 
bath and expanded kitchen. 


“In January of 1960,”’ writes McConnell, “I was told by a 
friend that Mr. and Mrs. Ray Amidon, Arkport, N.Y., were 
talking of putting a bedroom on the back of their home for a 
recently invalided father. When I went to see them, they 
explained what they wanted to do. They said they had only 
$600 cash. 


“Mrs. Amidon mentioned they had no bath on the first 
floor and had to carry the invalid up and down stairs to bathe 
him. They hoped that in two years they could add a bath and 
a new kitchen as their family was too large for their present 
home. I told them I would return with a plan. 
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PACKAGE SALESMAN L. H. McConnell 
showed customer, Mrs. Ray Amidon, how 
the family could easily finance an addition 
which included a new kitchen, bathroom, 
and a bedroom for an invalid father. 


From $600 to $3,680 
via 


“Upon checking at the local bank, I found they were okay 
for a modernization loan. The next night I went back with a 
plan for a 12 x 34 ft. addition to the back of the house which 
included a bedroom, bath and kitchen. I explained the addi- 
tion would be sheathed with high-quality 4’ x 8’ sheets of 
¥,-in. insulation board sheathing, which would keep it cool 
in summer and warm in winter. 


“I explained to them that they could use their $600 for a 
down payment and finance the balance. The interest they 
would pay would be offset by being able to have the use of the 
rooms right away and by not having things all torn up again 
later on. Also, I explained, even a slight increase in building 
costs in two years’ time would wipe out the interest cost. They 
were pleased with this plan and said they would consider it. 


“The next day they visited our showrooms, picked out 
materials, and told us to go ahead with the job. Before the 
project was finished, we suggested putting an archway to the 
old kitchen, and with the use of insulation board ceiling tile 
and insulation board wall plank, we created a really pleasant 
dining area. 

“They were very happy over 
their new addition, and I ended 
up with a commission on $3,680 
instead of the $600 they had 
intended to spend originally. 
Also, the sale made good 
friends and satisfied customers 
for my company,” McConnell 
concludes. 


IN A MATTER of weeks 
the Amidon’s invalid father 
was enjoying his new first 
floor bedroom with adjoin- 
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Lawrence R. Martin 


Builds sale from 
one-room addition 
to $35,000 house 


It was a busy Saturday morning and 
raining pitch-forks when the phone call 
came in. The customers wanted Sales- 
man Lawrence R. Martin, Hagerstown 
(Md.) Lumber Co., to drive across town 
and estimate the cost of a room addition 
for a house they were considering buying. 
Martin went. 

While figuring the addition, the cus- 
tomers asked if his firm had any lots in 
the neighborhood in which they wanted 
to buy. Martin said his firm certainly 
did have choice lots in the area, and 
gave the customer several house plan 
books. In less than a week, the customer 
had picked out a $35,000 house. Martin 
lined up a contractor, arranged all the 
details, and picked up a $11,900 building 
materials sale including high-strength, 
254 in. insulation board sheathing. 

Package Salesman Martin’s sales story 
wins one of the five $50 cash prizes in 
the Insulation Board Institute’s PACK- 
AGE SALESMAN Contest for July. 


Solves problems 
and builds sale 


Solving one problem after another al- 
lowed Salesman Elmo B. Lopez, New 
Smyrna Beach (Fla.) Builders Supply 
Co., to boost a kitchen repair project 
into a $4,075.21 
package sale. Lopez’ 
step-by-step story 
on the package sale 


Elmo B. Lopez 
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he entered in the IBI’s PACKAGE 
SALESMAN Contest for July wins a 
$50 cash prize. 

Lopez’ sale started when, at the cus- 
tomers’ request, he planned some kitchen 
improvements. While visiting the job 
site at the start of this work, the cus- 
tomer served him coffee and apologized 
for the small dining area. Lopez sug- 
gested and sold them an added dining 
room. Next the customers’ son and 
daughter-in-law returned home and bed- 
room space was scarce. Lopez sold the 
family a glassed-in sleeping porch with a 
ceiling of noise-controlling acoustical 
insulation board tile. 

The family liked the tile so well, that 
Lopez had no trouble selling them new 
tile ceilings for four other rooms. By 
now the outside of the house needed 
sprucing up, so he sold them a paint job 
for the trim and new asbestos cement 
siding. Lopez adds that this successful 
project has led to many more. 


Patrick Crowder 


Six-month fledgling 
boosts *85 sale 
to $1,049 package 


“This sale was especially satisfying to 
me,” writes Patrick Crowder, Gateway 
Lumber Co., Berlin, Wis., “because it 
was my first real package and I have 
only been in the lumber business for six 
months.”’ Crowder drove a truck for 
four of those months, and had worked 
in the showroom only two months when 
the manager got sick and he was sud- 
denly in full charge. 

Customer Ken Hunt came in one day 
to announce that he’d purchased an old 
house and wanted $85 worth of lock-sets 
and doors to fix it up before he sold it. 
Ken saw Pat selling some insulation 


board ceiling tile to another customer 
and expressed interest. Crowder sug- 
gested, ““Why not fix that house a bit 
more—you’ll probably be able to sell 
it for more.” 

Crowder worked nights on the sale, 
adding more and more to the remodeling 
package—which finally included more 
than 100 items of building materia! 
totalling $1,049.05. “Customer Hunt 
liked the remodeled house so well,”’ says 
Crowder, “that he moved in and is now 
planning to buy a new garage from us.” 
Crowder’s story picks up a $50 cash 
prize in the IBI’s PACKAGE SALES- 
MAN Contest for July. 


Gene Metz 


Customers asked for 
paint — but really 
wanted a new 

home 


“The best package sale I made this year 
eventually turned out to be a new home 
on which I was the sales controller,” 
says Gene Metz, Metz Lumber Co., 
Poplar Bluff, Mo. Metz also wins one of 
the $50 cash prizes in the Insulation 
Board Institute’s PACKAGE SALES- 
MAN Contest for July. 

“The customer asked about paint for 
his dirty walls, and I could tell by his 
sad look he was ready to modernize. I 
suggested furring strips and insulation 
board ceiling tile to help brighten the 
place. He brought the Mrs. into the pic- 
ture. We chatted for a while and I 
learned they had another farm on which 
they wanted to build a home some day. 
But, together, we planned a $2,800 re- 
modeling project on their existing home. 

“From the frank discussions on re- 
modeling, I gained the customers’ con- 
fidence. Finally, I suggested they put the 
$2,800 remodeling money into a new 
home right now. They did, and I fur- 
nished and controlled everything that 
went into their new home,” wrote Metz. 
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WIN *3,000 


3RD AND FINAL ROUND COMING UP IN THE 
big ibi “package salesman” contest 


FF FFF EF EF EE EEE EE EE EEE EEE I OED DOO 


Postmark deadline for your entry—midnight, August 31, 1960 


$2,500 GRAND PRIZE, PLUS 
8 BIG CASH AWARDS 


Made an unusual package sale? Just tell us about it, as the first- and second- 
round winners in this great contest have already done, and you may win the 
$500 first prize for the third roun. If yours is then chosen best of the three 
first-prize winners, you will win the $2,500 Grand Prize—for total winnings of $3,000! 


It’s easy. All you do is write and tell us about your most satisfying package 
sale. If, in the opinion of the judges, your sale shows originality and initiative 
in selling your customer a bigger order, and if it includes one or more insula- 
tion board products, it’s eligible to win. Third-round winners will be announced 
in the next PACKAGE SALESMAN Magazine, which will appear in the 
October 24 issue of AMERICAN LUMBERMAN. 


Enter any package sale that includes one of these insulation board prod- 
ucts: Ceiling Tile (decorative or acoustical) ; Insulating Roof Deck; Building 
Board; Sheathing; Shingle (or Shake) Backer; Plank. 


1ST PRIZE xine. <a 
2ND PRIZE. << ss 
SRW PRIZE ........ 8100 
FIVE PRIZES OF ....$ SO 


SEND YOUR ENTRY TODAY! 

All entries win a complimentary Parker “Order Jotter”’ 
Pen. Rush your package sale story to: PACKAGE 
SALESMAN, BOX 5905, Chicago 80, Lllinois. 





FOUR-BY-EIGHT SHEETS of prefinished 
insulation board are assembled as part of 
the panels for vacation cabins to create 
“*finished interiors” and many more sales. 


HE PROBLEM for salesman Leo G. Gross, O’Malley 

Glendale Lumber Co., Glendale, Ariz., was that the 
firm’s component vacation cabins were just a bit too “un- 
finished looking.’’ Customers would “eye but not buy” be- 
cause they could see a lot of weekends and expense in covering 
the exposed studs inside. 


Prefin ished building Gross found the solution. First, they dip-stain their 2 x 4 


studs. They put these prefinished framing members in the jig 
for the 4 x 8 panels; then lay on, face-down, a 4 x 8 sheet of 


boa rd hel DS Y4 inch, prefinished (white) insulation building board; finally, 


put on siding panels and nail the siding and insulation 


|| ti board to the studs in one operation. 
se Vaca ion The result is a striking, finished interior for the assembled 
cabin with the stained wood in beautiful contrast to the clean, 
cotta ge S white insulation building board. The first customer who saw 
the model cabin with the inside finished bought a big one for a 

summer home. 

Gross’ report of the sale wins a $50 cash prize in the 
Insulation Board Institute’s PACKAGE SALESMAN Con- 
test for July. 





L 
* 


\ Leo G. Gross : 
August 37 is the Deadline for Entries in the Insulation 


Board Institute’s Package Salesman Contest! 
(See other side of this page) 
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CU-PO-VENT* CUPOLAS 


USG RECTANGULAR LOUVERS 


*Trademark of Home Comfort Mfg. Co. 


VENT-A-RIDGE* 
RIDGE VENTILATOR 


USG MASONRY 
FOUNDATION VENT 


USG STEEL BASEMENT SASH 


with USG° Metal Accessories 


Sell your builder and contractor customers on mov- 
ing up to extra quality with USG Metal Accessories, 
and you’ll move up to extra profits through increased 
sales! For information on U.S.G.’s complete line of 
high-profit metal accessories, the finest in the in- 
dustry, see your U.S.G. sales representitive, or 
write United States Gypsum, Dept. AL-02, 300 W. 
Adams St., Chicago 6, Ill. 


USG ALUMINUM LOUVERS 


In any house, proper ventilation is vital! USG Alumi- 
num Louvers and ventilators are available in many 
designs and sizes to fill every architectural need, while 
providing efficient, effective ventilation. Dollar for 
dollar, USG Louvers yield more certified net free area 
than any other louvers. This ventilating capacity is 
what your customers want in a louver. 
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USG STEEL BASEMENT SASH 


Precision-fabricated from hot-rolled steel sections — 
won’t warp, rot, buckle, or bend. Use with brick, block, 
or poured concrete. They install quickly, easily—save 
time and money. Available with easy-on-off screens 
and storms. 


USG STEEL ACCESS PANELS 


The perfect access to key service points. Won’t rot, 
warp, shrink, or swell. Have rust-inhibitive primer. 
Vermin- and fire-resistant. Ready to install—no cutting 
or sawing required. Available in four sizes. 


O 
UNITED STATES GYPSUM {{@ 


umrired 
Stares 


the greatest name in building 
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K-V 
Kitchen 
Fixtures 


save stacking, lifting, clatter and clutter! 


K-V fixtures make kitchen living more carefree, more comfort- 
able, so much more convenient, Low-cost, easily-installed, they 
turn hard-to-reach, unhandy spaces into neat storage areas — 
and ball-bearing, easy-glide K-V kitchen fixtures save stacking, 
lifting, clatter and clutter. Women love the remarkable efficiency 
of K-V kitchen fixtures. When they try one — they want them 
all. Write for complete information. —— 


KNAPE & VOGT 
MANUFACTURING COMPANY 


Rapid i 
Grand Rapids, Michigan eerie T 








Manufacturers of drawer slides, adjustable shelf hardware, sliding and folding door hardware, closet fixtures, Tite-Joint Fasteners and Handy Hooks for perforated board. 
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Dealer Sales Control in Action 
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HOUSEHOLD HARDWARE 
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BUILDERS HARDWARE . 


HARDWARE 
BUSINESS 


monthly department merchandising: Supermart Showmanship 


Builders and Household Hardware 
® Paint and Sundries 

Hand and Electrical Tools 

® Electrical Fixtures, Sundries 
Piumbing Fixtures & Supplies 


Hardware Trends 
New Products . 
New Literature 
Special Offers 
New Sales Aids .. 


PRODUCT-OF-THE-MONTH DISPLAY-OF-THE-MONTH 


LOCKWooD 
SECURITY 
QUALITY 
GEauTY 


& 


. 
LOS oR... 
or 


A GOLDEN DRILL version of its famous Fixkit for do-it- 
yourselfers is offered as a special 50th Anniversary Jubilee 
Value by Black & Decker. Featuring its popular 4” Util- 
ity Electric Drill in a gleaming gold finish, B&D's U-405 
Golden Drill Fixkit also contains 25 of yer attachments and 
accessories for drilling, sanding, grinuing, wire brushing, 
paint mixing, buffing and polishing. The U-405 Golden 
Drill Fixkit, now available, is an ideal gift for any occa- 
sion. A $29.95 value, its special 50th Anniversary suggested 
price is only $24.95. The Black & Decker Mfg. Co., Dept. 
AL, Towson 4, Md. 
Circle No. 201 on Handy Cover Card 


INE HARDWARE 
MAKERS OF FINE 


A SALES-WINNING CENTER for the Lockwood line of 
builders’ hardware is readily yours with the help of a new 
No. 6000 display. Its sturdy tubular frame holds 21 fast- 
selling items mounted on grained hardwood panels, which 
rotate freely for easy self-selection. Included with display 
and already mounted are 11 locksets, night latch, screen 
door latch, two screen and storm door closers, six pad- 
locks. Other items may be substituted. Two pockets at 
stand’s top hold literature. The display is available on a 
shared cost basis. Write Lockwood Hardware Mfg. Co., div. 
of Independent Lock Co., Dept. AL, Fitchburg, Mass. 
Circle No. 202 on Handy Cover Card 
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FREE ENTERTAINMENT and free gifts for both grownups and 
kids intermingled with a tempting array of bargains pulled 
thousands of customers to Gee's 17-day Grand Opening 
‘*Sellabration"’ last month. In just two days, 26,000 customers 


made purchases amounting to over $25,000. Planned by Jim 
Gee, the new retailing mart is a king-size replica of his self- 
service Sauk Trail store, which opened its doors last summer 
in suburban Richton Park, Ill. 


Supermart Showmanship 


Grand Opening of Gee's new building materials and 
hardware store in Chicago shows how to create shop- 


ping excitement. 
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PERSONAL APPEARANCES by TV stars Elmer the Elephant 
and his sidekick, John Conrad, in three shows daily attracted 
homeowner-customers from as faraway as 40 miles. 


vey hed oak aia. TE FETIP LS TAD el 
KS aa: 7 ba > 2 


HUNDREDS OF CUSTOMERS stopped to greet 
president Jim Gee as he stepped in to lend a 
hand in busy lumber section above. On hand 
to congratulate Gee was his former teacher 
and AL's editorial board chairman Art Hood, 
shown below, chatting with one of four beau- 
tiful models serving as hostesses. 


PERFORATED METAL FIXTURES, laden with sales-whetting selections of paint and stain, housewares, hardware, floor 
and wall tile, auto, electrical and plumbing supplies, have visual contro! from balcony in the two-level, 150’ wide 
by 402’ long mart. Height of store at center is 35’. It carries its roof on laminated arches over unbroken floor space. 
Liberal use of about 5,000 square feet of colorful translucent plastic in roof and walls of store makes use of natural 


light for illumination, 





“at 


en 


A MINIMUM OF 1,000 CUSTOMERS were in Gee's new store every minute of Grand Open- 
ing. Customers above are shopping along drive-through for automobiles in lumber section, 
which permits them to pick up purchases without stepping into rain or snow. Two checkout 
counters at drive-in's side entrance help speed purchasing by customers; two more checkout 
counters are at mart'’s main entrance; a fifth one is located in outdoor lawn and garden 


department. 


Supermart Showmanship 


© Prone cis NEVER A DULL MOMENT in a properly 
managed super retailing mart. Shopping excitement is 
just as essential as having a wide variety of products and 
services. 

One of the building industry’s foremost showmen, Jim 
Gee of Chicago, proved this point once again when he 
opened his new king-sized store at 79th and Talman in the 
Windy City last month. 

Product demonstrators and TV entertainers performed 
for the grand opening “Sellabration” amid a store bedecked 
with banners and signs. While parents gawked and shopped, 
their kids whooped it up on Gee’s playground equipment. 

Full-page advertisements in three metropolitan news- 
papers drew crowds for promotional “specials” ranging 
from fiberglass for 33¢ per square foot and a carton of 
Pepsi-Cola for 39¢ to 15% off on packaged knotty pine 
and a 20’ aluminum extension ladder for $26.66. 

The new store replaces the old Gee showrooms and 
warehouse totally destroyed by fire two years ago. Be- 
sides the 65,000 square feet in the new building, Gee has 
30,000 square feet in an adjoining building, which had 
been used as temporary headquarters since the fire. 

Gee transferred his huge supermart operation from its 
temporary headquarters into the new building without 
missing a single sale. 

“The excitement generated by the move itself helped to 
create additional sales,” he says. “Customers who stopped 


(begins on page 74) 


in to watch us move soon began to shop in both places 
and consequently bought more items,” he explains. 

In the process of serving his vast stream of steady cus- 
tomers, Gee has propelled his sales volume from a half- 
million in 1945 to over a whopping $4 million yearly. 
Sixty per cent of his sales are to consumers; 40% of them 
are to contractors and industrial and coal sales. 


Besides advertising weekly in metropolitan newspapers, 
Gee mails each customer an annual, 36-page catalog illus- 
trating and describing thousands of products and services 
available. Five per cent of his total gross is allocated to 
advertise remodeling packages; 3% is used to advertise 
building products. 

The new supermart is being operated by eight depart- 
mental managers: Dale Clinkman, store; Bill Lindholm. re- 
modeling; Hal Eberman, industrial; Bill Higginson, hard- 
ware, buying and control; Ralph Dickerson, contractor; 
Ruth Maisel, advertising; Walter Girten, store display and 
layout; Bill Hall, office. 

“The managers are assisted by 18 sales specialists and 
20 part-time workers used in peak sales hours the year 
‘round,” reports Jim Gee, president. Other officers in the 
firm are Joseph S. Gee, vice-president and secretary; Ken- 
neth Gee, treasurer and general manager; William Strang 
and Earl Gibson, 2nd vice-presidents; and Leroy Noakes, 
assistant secretary. 


MANUFACTURERS’ LITERATURE describ- 
ing home improvement products is ar- 
ranged in racks hung on perforated 
hardboard. Attractive display makes it 
easy for do-it-yourselfer to stop and 
study free booklets, learn how-to. 


76 


SELF-SERVICE aluminum molding is ver- 
tically stacked in bins, plainly price- 
marked, identified for the do-it-your- 
selfer. Gee customers use the molding 
on kitchen counter-tops, as carpet edg- 
ing, framework for a boat. 


KEY-MAKING MACHINE located in rent- 
al power tool department is a non-adver- 
tised service for Gee customers. It takes 
repairman Norbert Naplearski less than 
a minute to cut extra key for a home- 
maker; usual sale is for two keys. 
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Special Services, Products, Packages Create Buying Atmosphere: 


By 


“FREE” ESTIMATES—Gee offers a full line of remodeling pack- OVER 200 COLOR SLIDES of Gee custom-styled remodeling 
ages and services including coordinated kitchens, dormers, jobs visible on Tel-A-Story machine help pull customers to the 
room additions, family rooms or porches. Twelve specialists remodeling department where it is located, explains Jim Gee 
sell package remodeling the year ‘round, Art Hood (left) (left) to Art Hood. Gee also maintains a garage construction 


learns from kitchen planner Harold B. Shogren. 


department. 


INFORMATION COUNTER just inside OUTDOOR DEPARTMENTS feature 12 NEW LINE included this 16’ fiberglass 
mart’s main entrance is first stop for cus- fence models, a large selection of out- boat, trailer and motor offered as a 
tomers who want to study advertised door furniture and three complete gar- “special” for $1,299. Regular price is 


“specials’’ of the day. ages. 


HOW-TO-DO-IT DEMONSTRATIONS were staged for 
two days by representatives of 24 manufacturing 
firms. Skil salesmen Jack Kreuger and Gunther Peters 
(left) show do-it-yourselfers advantages of using their 
firm's Skil Snap-Lock Jig-Saw. 


$1,695. 


TURN 
PAGE 
FOR 
MORE 
GEE 
SCENES 


+ 


FREE USE of cartop carriers and trailers lets Gee cus- 
tomer take purchases home with him. Gee makes free 
deliveries of purchases over $10, has free parking 
space for 221 cars. Three policemen directed bulging 
traffic during Grand Opening. 
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SUPERMART 
SHOWMANSHIP 


(begins on page 74) 





SELF-SELECTION in lumber section at Gee's is encouraged; 
customers wishing lumber service ‘‘take a number."’ Soon 
as customer is waited on, his number is announced over 
public address system, letting unserved customers use 
their waiting time in shopping other areas. Gee mass dis- 
plays all types of lumber products, plywood, gypsum 
board, hardboard and cement products, insulation and 
ceiling tile. A balcony area contains 75 kinds of wood 


paneling. 


EYE-CATCHING TILE DISPLAY features 
J-M products. Ninety percent of Gee's 
resilient floor sales are to customers 
who buy vinyl asbestos tile; the remain- 
ing 10% includes sales of various 
brands of asphalt tile. Each floor section 
is numbered, as seen above. 


paint and stain 


THREE MODEL KITCHENS are just inside main entrance of 
Gee's supermart. There also are four model bathrooms 
showing price-marked fixtures, floor coverings, wall tile and 
cabinets. Hardware and pickup lumber customers are exposed 
to big-ticket displays at every turn. 


LIGHTING FIXTURES show in-use set- 
ting, also patio tile. Display is next to 
department. These 
items often lead to big-ticket moderni- 


zation sales, says saleslady Geri LeVon. 


POWER TOOLS get major display space 
on wire racks hung on perforated hard- 
board wall backing. Gee also carries 
hand tools, special tools and a com- 
plete repair and replacement service. 


PLAYGROUND EQUIPMENT and outdoor furniture in lawn 
and garden department is big inducement for kids to give it 
a try. Gee arranges for installation of fences and has cab- 
inetry shop that builds anything made of lumber. 
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LET BOSTITCH...YOUR INVISIBLE 
SALESMAN...HELP YOU SELL MORE 
CEILING TILE... get 2 kinds of profit 


Featuring easy installation with the Bostitch T5 
Tacker can help you sell more ceiling tile. 


In fact, when you feature sale or rental of the 
T5 it will help you sell more screening, insulation, 
cornerite, metal lath—everything it fastens. 

Profit comes from 2 directions. There’s the 
profit from the tool sale or rental and staples that 
go with it. And there’s the profit on the material 
to be stapled. 
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For 2 kinds of profit, feature Bostitch tools. 
Bostitch staplers are nationally known and re- 
spected. They’re easy to sell. Advertising (which 
always features you) constantly finds new pros- 
pects. Rugged dependability —with free service on 
the T5—means satisfied customers. 


Put Bostitch—your Invisible Salesman—to 
work now. Call your Bostitch representative. He’s 
listed under “Bostitch” in the telephone book. 


Profits are better and faster with 


BOSTITCH 
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re | — HARDWARE TRENDS 
Complete Line of 


SELF -LOCKING CONTRAST BETWEEN THE NRHA National Congress last 


® week at Philadelphia and NRLDA Building Products 
EASY HANG perforated board fixtures Exposition is quite sharp. NRHA clinics and pro- 
grams are largely dominated by jobbers and man- 
ufacturers .. . few dealer speakers. NRLDA has 
almost a “retailer only" policy for all programs. 
P There's much more entertaining, boat trips, at the 
<i NRHA affair. This is largely due to not having 
Faster, exhibits . . . long ago a private firm grabbed off 
selling display space with the big National Hard- 
easiet, VA ware Show each October in New York City. 


EXOTIC PACKAGE AROMA may soon add another impulse 
feature to hardware displays. Now used in 
locking — advertising printing, "Poly-Scent" lends fragrance 
= \ to plastic packaging. Aromas are authentic and 
Ree | appealing. Someday dealers could sell rose- 
without clips scented garden tools or fishing reels smelling of 
| salty air. 


\ y, SUNLIGHT RESISTANT, clear polyethylene film, which 
‘ ? has an outdoor life three to four times that of 
standard, clear poly film has been announced this 
month by Du Pont. The product is intended mainly 
for the agricultural and construction industries. 
Du Pont's research laboratories are still work- 
ing on several revolutionary ideas for wood. Both 
finishes and film coatings are being checked 

out which rival the claim of "twice the life" 

for exterior acrylic paint. Providing durable, 
natural finishes has top priority. 











more positive 





Bubble-packed and 
=| Card-mounted packaging. 





The most popu- }ua = 5 & 
lar Easy Hang fee 3 
>| Fixtures—24 ile Say OKLAHOMA HARDWARE CO., Oklahoma City continues to 
i ocekance an be one of the leaders servicing lumber and build- 
Card-mounted ing materials dealers. They now offer a special 
Pod yf Dade 3 times a year broadside service for the field 
Cards to assure quick featuring lumber and other building materials in 
wrayer pot al aga ee addition to hardware. The cost is only $12.95 
velop volume sales. <i per M. Custom handbills built around the cus- 
tomer's own stock are also available for openings, 


anniversary sales and other special promotions. 


NEW KSL love 4 THE COMPONENT TREND is creating a whole new family 


ss of products related to hardware. Nails, plates 

merchandiser and attachment devices of all kinds are booming, 

have just scratched the potential market. Rube 

A store-tested Easy x Goldberg sawrigs are still primitive, are the 

ee eee “S34 first stages of automation, but the manufacturers 

ment of self-locking . fins strangely remain aloof. The swing to air tools is 

fixtures, plus perfo- =! creating a whole new industry for the handful of 

coed ene ee ee producers in this field. 

24” x 21” floor space. : , Men close to prefabrication are not encouraged 

care spe pone wr Sts by the cold shoulder they get from established 

Ber or wre tooey, << machinery people. Few producers want to pledge 
ial the kind of big money necessary for acceler- 

ated research on specialized equipment. 


SERVICE NOT SELF-SERVICE seems a strong trend in 
both hardware stores and lumber yards with hard- 
ware departments. This is not to say that pack- 
aged goods are not being actively promoted 
and displayed on a self-service basis. Rather we 

BOX 333, MICHIGAN CITY, IND. are talking about the many dealers exploring the 

FACTORY: GRAND BEACH, MICH, possibilities of products, plus service--either 

installation or maintenance at a good profit. 
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BETTER BALANCE 
AND CONTROL 


BETTER TITE- 
\< GRIP SANDPAPER 


50% MORE HOLDER 


oANDING SURFACE 


New B&D Finishing Sander 
cuts sanding hours to minutes 





Black & Decker’s NEW action-packed U-66 Finishing 
Sander has a 50% larger sanding area for faster sanding and 
refinishing. Professional type king-size platen, feather light 
control and broad-shouldered B&D power make it a natural 
choice for jobs rough or fine . . . for heavy-duty material re- 
moval or fast refinishing. 

The addition of the U-66 to the B&D Long Line offers 
your customers the widest choice in sanders and features. 
Now you can sell Black & Decker Sanders in a choice of price 
and performance that can make every Sander prospect your 
customer. Prices start as low as $29.95. For free catalog, 
write: THE Brack & Decker Mrc. Co., Dept. N-070, 
Towson 4, Maryland. 


Black s Decker: 


w fj ve Tec tec 
3&D DUST-LESS ATTACHMENT. Dust-Less Attachment equips WORLD'S LARGEST MAKER =| 
iny B&D Finishing Sander for clean, dust-free operation. OF POWER TOOLS a 


July 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 83 on Handy Cover Card 81 











READ AND LEARN HOW: 


Prebuilt 
Housing 


Will Affect 


Your 


Business 


WHETHER YOU LIKE 
IT OR NOT. 


The most comprehensive, authoritative and timely report of the 
year for building materials distributors and dealers on the trends 
in prefabrication of components and brand-name houses. In- 
cludes details of three fabrication programs by leading building 
materials and sash-and-door wholesalers. 





Don't miss this important staff report, reprinted from A.L. & 
Building Products Merchandiser. 


FIFTY CENTS A COPY 
Quantity Prices Upon Request 


Reprint Editor 

A. L. & Building Products Merchandiser 
59 E. Monroe 

Chicago 3, Illinois 


copies of the reprint, ‘‘Prebuilt Housing 
Will Affect Your Business.'’ Payment is enclosed. 


Please send me 


NAME___ 





FIRM___ 








ADDRESS 


ZONE STATE 











HARDWARE BUSINESS 


Rental Equipment to Be 
Shown at Hardware Show 

NEw YorkK—Many economists be- 
lieve that rental is a stirring slumbering 
giant which one day may to a large ex- 
tent replace installment buying, says 
Frank M. Yeager, director of the an- 
nual National Hardware Show. He said 
that many rental tools will be on ex- 
hibit at this year’s show, October 10- 
14, at the Coliseum here. 

An estimated 45,000 buyers are ex- 
pected to attend the trade show. 


Hy-Ko Products Buys 
Medicine Cabinet Maker 
CLEVELAND, Onto—Hy-Ko Prod- 
ucts Co. announces it has purchased 
for an undisclosed amount the 47- 
year-old Ohio Stamping Products 
Co., which manufactures a complete 
line of medicine cabinets, ranch and 
upright style mailboxes and spice 
racks. Its new acquisition will operate 
under the new name of Ohio Stamp- 
ing & Mfg. Co., reports Hy-Ko. 


Black & Decker Opens 
San Diego Service Branch 
Towson, Mp.—A new Black & 
Decker factory service branch to serve 
the rapidly growing electric tool mar- 
ket in the San Diego, Calif., area is 
located at 3811 El Cajon Blvd. The 
new branch carries a complete stock 
of B & D replacement parts and is 
equipped to render prompt service to 
all household, industrial, commercial 
and automotive users of B & D elec- 
tric tools. It is the 48th B & D fac- 
tory service branch in major market- 
ing centers of the U. S. 


Construction Takes 23%, 
Of Plastics Production 

SPRINGFIELD, Mass.—Total _plas- 
tics used in construction during 1959 
was over 1.25 billion pounds, about 
23% of the industry’s plastic produc- 
tion, according to the Plastics Div., 
Monsanto Chemical Co. 

An estimated 866 million pounds 
was used in construction and 453 mil- 
lion pounds of alkyds and rosin modi- 
fication for paints and coumarone- 
indene and petroleum polymers for 
flooring and paints were used, the 
company reported. 

Plastics were used in structural 
panels (except in displays and signs), 
plywood and hardboard bonding, wire 
coating (except TV antennas and ap- 
pliance wiring), wiring devices, high- 
pressure laminates (except for mov- 
able furniture), wall tile and cover- 
ings, bath and pee 2 fixtures, 
flooring moisture barrier and insula- 
tion, piping (except irrigation pipe), 
lighting and paint. 
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Everything you need 
for applying floor, 
wall and ceiling tile... 
from one big source: 


FLINTKOTE-ATLAS 
BUILDERS ADHESIVES 


Step up to the Flintkote-Atlas line of build- 
ing adhesives—one of the broadest lines in 
the industry. It’s backed by a powerful con- 
sumer advertising campaign that keeps it 
an ever-increasing favorite: Life! Saturday 
Evening Post!...and many other leading 
big-circulation magazines. Colorful litera- 
ture and hard-hitting selling aids available. 
For particulars, write: The Flintkote Com- 
pany, Flooring and Adhesive Division, 
30 Rockefeller Plaza, New York 20, N. Y. 
Or, see your Flintkote-Atlas representative. 
He’s a great guy to do business with...and 
he really knows his builders adhesives. 


FLINTKOTE 


America’s Broadest Line 
of Building Products 


Atlas 


BUILDERS ADHESIVES 











Meet Flintkote salesman Harry Vorperian... with 
one of the broadest lines of builders adhesives in 
the industry. 
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HARDWARE BUSINESS 


Profit Preview Theme of 
National Hardware Show 


New York City—More than 40,- 
000 buyers are expected to attend the 
15th annual National Hardware show 
October 10-14 in the Coliseum, ac- 
cording to director Frank M. Yeager. 

Over 50,000 items—many new in 
design or concept—will be shown by 
1,000 manufacturers “to preview next 
year’s profit,” Yeager said. 

Following the “preview-to-profits” 
theme, the National Hardware show 
will occupy for the fifth consecutive 
year every inch of the Coliseum’s more 
than 300,000 square feet of display 
area. 

Newest in hardware, housewares and 
allied products will be spotlighted on 
the first floor, first mezzanine and sec- 
ond floor. More than 100,000 square 
feet on the third and fourth floors will 
be covered by lawn, garden, light farm 
and outdoor living products, Yeager 
explained. 


“Last year a record 45,327 attended 
the most complete and diversified 
trade show in the nation to learn what’s 
new,” the show director pointed out. 
“We are planning for at least that 
number this year.” 

Buyers may register and receive free 
badges of admission in advance by 
writing National Hardware Show, 
Suite 1103, 331 Madison Ave., New 
York 17, N. Y. 


Holophane Adds 
Home Lighting 

New YorK—Holophane Co., Inc. 
has custom engineered a new series of 
lights for its entrance into the residen- 
tial lighting field. 

A 60-year manufacturer of com- 
mercial lighting, Holophane now of- 
fers three models of post-top outdoor 
lights for homes, a two-lens multi- 


purpose indoor light and several ver- 
sions of a prismatic drum-type porch 
or carport unit. 

The firm contends scientific light- 
ing is in use everywhere now except 
in the home. It claims nearly all resi- 
dential lighting is inefficient, glaring 
and hard to maintain. With its entry 
into the field, Holophane hopes to up- 
grade the level of residential illum- 
ination. 


Hardware Men in News 

* R. L. Hawkins, chairman of the 
board and founder of The Empire 
Varnish Co., Cleveland, Ohio, is cele- 
brating his 50th year in the paint in- 
dustry. He began his sales career in 
1895 at the age of 14. Driving a 
horse and wagon, he solicited business 
for a laundry for $6 a week. 


* Arthur W. Timmerman has been 
named advertising manager of OMC 
Engines & Equipment Div. of Out- 
board Marine Corp., Waukegan, IIl., 
which markets Lawn-Boy and Mid- 
land power mowers, garden equip- 
ment, Pioneer chain saws and OMC 
engines. He succeeds R. D. Hawkins, 
who has resigned. 


* Tamms Industries Co., Chicago, an- 
nounces the appointment of Kenneth 
J. Jones as sales manager of its trade 
sales div. 





ASK YOUR DEALER 
FOR A DEMONSTRATION 


$1495 complete with removable serrated jaws 


At your too! suppliers, or write VERSA-VISE, Dept. 531, ORRVILLE, OHIO 
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HINGES for 
FOLDING SCREENS 


my, 


FULL -SURFACE 
HINGES 


Piain and Ball Bearing for Kalamein, 
Ho Hollow Metal and Wood Fireproof Doors. 
Reversible for RH. or L.H. installation. 


S. PARKER HARDWARE MFC. CORP 


27 LUDLOW STREET ©: Phone WAlker 5-6300 © NEW YORK 2, WN. Y 
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NEW propuct 
PASSES 8,000,000 
IN SALES 


ACCEPTANCE and QUALITY 
PROVEN in ONLY THREE YEARS 











| HOLLOW WALL ANCHORS 

© The preferred product by 

> contractors and “do-it-your- 
selfers.” 


m4 








For HOLLOW 
FLUSH DOORS 





Specify No. 48S 








| OTHER PRODUCTS for your 
PROFIT: 
| “DHD” Diamond Hammer Drive, 
Nail Type Anchors 
Diamond Red Seal Calking Anchors 
Diamond ‘‘Multi-Size" Wood Screw 
Anchors 
Diamond “SPRING” T le Bolt 
WRITE FOR SAMPLE packed in DIAMOND “P” Lag esos <a 
impulse- buying NEW BLISTER PACK Pansion Shields 
ee “DI-FORGE” Percussion Masonry 
Ask your Distributor. Drills 
DIAMOND EXPANSION BOLT CO., Inc. Garwood, N. J. 
Circle No. 88 on Handy Cover Card 
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SELL the Brand they 
know - prefer -ask for 


ALUMINUM 


RUSTPROOF — will never cause unsightly stains or streaks 


NICHOLS WIRE & ALUMINUM CO. "ow" 


ircle No. 89 on Handy Cover Card 
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HARDWARE BUSINESS 


New Products 


Specifications and Market Data on Products You Can Sell 


ZINC-DIPPED NAILS 
FOR INSTALLING ROOF DECKING 


YY ' ; \ 
XX XX XXX X 
YX x x \A xX 
XX XXX XXX 
3” ROOF DECK 
WX X X 
x XX 


/ 





INSULATION 
ROOF DECK NAIL 
4 (3", 3¥2" & 42") 


MAZE 
STORMGUARD, 








if 





... AND ANCHORING 
ASPHALT SHINGLES TO THE 
DECKING! = | -{'2" _ Folie 

4EEZ 
STORMGUARD (=p 
ASPHALT 


1%” & 13%,” 





Rust-Resistant Roof Deck Nails 


A new line of zinc-dipped Stormguard 
nails for the application of roof decking 
to rafters and for nailing shingles to roof 
decking is announced by W. H. Maze Co. 

For the installation of 142”, 2” and 3” 
decking, the maker offers special Storm- 
guard Insulation Roof Deck nails in 
three lengths. They have extra large, thin 
heads (7/16”) specially designed for use 
on soft roof deck material. Annular ring 
shanks anchor the nails securely to the 
wood joists (see diagram, left). Plain 
shank nails also are available. 

For application of asphalt shingles over 
roof deck, maker offers annular ring 
shank Stormguard nails in 14%” and 1%” 
lengths. They have large %2” heads to 
keep shingles from blowing up on low- 
pitch roofs. For special applications, the 
nails also are available in other lengths 
from %” to 2%”. 

Market data. Suggested retail price of 
the new rust-resistant nails is about 42¢ 
per pound. Retail markup on cost is 40%. 
The complete line now is available from 
building supply jobbers or direct from 
mill in bulk or five-pound lots. It is pri- 
marily an item for contractor sale. Deal- 
ers may obtain samples by writing to 
W. H. Maze Co., Dept. AL, 100 Church 
St., Peru, Il. 
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Floor Protector for Any Type Wooden Furniture Leg 


A newly designed low-silhouette floor 
protector is offered for use with any type 
wooden furniture leg. They protect floors 
from scratching and indentation. They 
are made of strong plastic base set in 
durable metal casing. 

The new rests can be installed in 
wooden legs within minutes. After drill- 
ing a %” hole in center of each leg, pro- 
tector is simply tapped into place with a 
mallet. It is available in brass, chrome, 
white and light oak. 

Market data. The new protectors are 
being distributed through Armstrong’s 
flooring wholesalers. A free display rack 
shown in photograph at right is offered 
to dealers who purchase an introductory 
order of the protectors. They are avail- 
able in two sizes. The rests have a ball 
point pivot permitting the base to remain 
flat even if the chair is tilted. Armstrong 
Cork Co., Dept. AL, Lancaster, Penna. 
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Boring Jigs 


Three new boring jigs sim- 
plify the locating and boring 
of side and latch holes for 
Weiser locks. No. 1900 bor- 
ing jig is for 2%” backset 
only; No. 1910 is for 2%” 
backset; and No. 1920 is a 
combination jig for both 
2%” and 5” backset. Side 
plates have been engineered 
for greatest strength and im- 
proved clamping mechanism 
controls both side plates in 
both opening and closing di- 
rections. Jigs are available 
from distributors. Weiser 
Co., Dept. AL, 4100 Ard- 
more, South Gate, Calif. 
Circle No. 205 on Handy Cover Cord 


Double Extension 
Rule Announced 


A new No. X-46-X double 
extension rule with 16” 
markings that takes inside 
measurements from either 
end is available. No matter 
how it is unfolded, a 6” 
brass extension slide is al- 
ways ready for use on the 
first section. It is made of 
hardwood, has bold face 
figures and graduations, 
every 16” is marked in red 
letters and both sides are 
graduated. Heavy-duty 
spring joints give stability. 
The rule retails for $3. The 
Lufkin Rule Co., Dept. AL, 
Saginaw, Mich. 
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FOR SATELLITE SALES STANDARDIZE 


WOOD SCREWS % 
Smart lumber dealers are cashing in on “‘satellite’’ sales— 100 c 


sales made in addition to the items for which the customer 
came into the store. ON S0 UTHERN 
One of the sure ways to create your own “‘satellite’’ sales 
is to stock and display the eye-catching new boxes of FASTENERS 
Southern Screws bearing the EZ to Ce label. These packaged 
profit-boosters are easier to sell because Southern helps pre-sell them in year-’round ads in the 
most popular craftsmen's magazines. Thus your customers know that Southern Screws have 
quality that is more than a promise. 
Remember, you can stock as many seasonal items as you want, but there's never an off-season 
for fasteners. They move year in, year out—and Southern Screws move faster than the unknown Ri 4 
brands. More profit in Southern, too, when you sell ‘em by the box! wg South 
Put Southern Screws in your want book today. Better yet, call your Southern distributor right canes Seabany 
now for USA-made Southern Screws! STATESVILLE = ORTH CamoLima 
Sold Through Leading Wholesale Distributors. Warehouses: New York * Chicago * Dallas 
Los Angeles. 


| 


Wood Screws . Stove Bolts Machine Screws & Nuts Tapping Screws Carriage Bolts Wood Drive Screws 
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HARDWARE BUSINESS 


NEW PRODUCTS 


Aluminum Dog Run 


An aluminum Dog Run 
with mounting fixtures and 
slip ring gives a dog up to 
500 square feet of play 
space. Installation is said to 
take less than five minutes 
between trees, posts or from 
house to fence. Dog Run is 
packed one dozen 50’ lengths 
to container. Each length is 
display-packaged for self- 
service complete with hard- 
ware. Break strength of ca- 
ble is over 500 pounds. 
Nichols Wire & Aluminum 
Co., Dept. AL, 1725 Rock- 
ingham Rd., Davenport, 
Iowa. 
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(begins on page 86) 


Ruled Aluminum Level 


New aluminum levels with 
24” rules along top edge are 
available in both 4 and 6- 
vial types. Levels have full- 
size die-cast frames; can be 
read from either edge. Met- 
allic-sealed vials are solid- 
set cat’s-eye design with plas- 
tic rings protected on both 
sides by heavy glass lenses. 
New 4-vial No. 4524 level 
has 2 plumbs and 2 levels; 
6-vial No. 6524 has 4 plumbs 
and 2 levels. Each is 1” 
wide, 24%” high, 24” long. 
The Columbian Vise & Mfg. 
Co., Dept. AL, 9023 Bes- 


semer, Cleveland 4, Ohio. 
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Sliding Towel Racks 


Two chrome-plated slid- 
ing towel racks, No. 1203 
for side mounting and No. 
1204 for top mounting, fea- 
ture four nylon guides for 
quiet, smooth performance. 
Units include a heavy-gauge 
steel track, oversize bars, 
chrome finish and plastic 
bumper. Each is easily in- 
stalled with screwdriver. 
Both are 20%” long with 
19%” bars. No. 1203 is 
listed at $4.07 each; No. 
1204, $4.88 each. Leigh 
Building Products, Div. of 
Air Control Products, Dept. 
AL, Coopersville, Mich. 
Circle No. 211 on Handy Cover Card 


Aluminum Scuff Plate 


A new aluminum scuff 
plate and threshold provides 
an efficient door weather- 
strip and insect seal that is 
easy to install, says maker. 
Guard is fitted with vinyl 
tube for a tight pressure seal 
along full width of door. It 
can be installed on either 
side of door. Rounded sur- 
faces of threshold have no 
shoe-catching edges. Avail- 
able in mill, polished, satin 
or gold anodized finish to 
match other door hardware. 
Skuff Guard, Inc., Dept. AL, 
3232 N. W. 38th St., Miami 


42, Fla. 
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Drive Doubles Drill Speed 


A right-angle H-351 drive that is re- 
versible and reduces or doubles speed of 
a %” power drill is announced. It swiv- 
els to any position to drill, sand or polish, 
doubles speed for smooth-sanding finish 
or reduces speed by one-half for the best 
buffing results and for drilling large holes. 
Swivel action permits sanding, buffing 
and drilling in any position and in hard- 
to-reach places. 

For drilling in confined places, chuck 
is unscrewed from power drill and at- 
tached to either direction of right-angle 
drive. It fits directly on %”, 24-threaded 
drill spindle (male or female) and is 
coupled close to drill in place of chuck. 
Tool uses drill’s own chuck for standard 
bits or any %” flexible sanding and 
polishing attachment. Two-position han- 
dle is designed for safe operation; bronze 
bearings have lifetime lubrication. 

Market data. Right-angle drive with 
¥%”, 24 double-threaded adapter is of- 
fered complete at $4.95 retail. Attach- 
ment and adapter are packed in indivi- 
dual boxes for window or counter dis- 
play. Stanley Tools, div. of The Stanley 
Works, Dept. PD-AL, 111 Elm St., New 
Britain, Conn. 
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Telescope Boat Hook 


A new 5’ 6” boat hook 
telescopes to 3’ for easy 
storage and can be used in 
any intermediate length. Its 
fishing gaff attachment can 
be safely stored when not 
needed. Unit pumps and 
ejects water, floats when ex- 
tended. Made of anodized 
aluminum tubing, it is said 
to be ideal for drying out 
bilge or extinguishing fires. 
Roddick Tool Co., Dept. 
AL, 1023 Pauline St., Ana- 


heim, Calif. 
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Improves Paint; 
Adds New Label 


New Satin T one Latex 
Wall Paint offers better ad- 
hesion and _ scrubbability, 
maker announces. A color- 
ful, distinctive label is de- 
signed to distinguish new 
SatinTone from its earlier 
formulation. It is sold in a 
range of 100 custom-mixed 
colors, all at the same price 
as white. Seidlitz Paint & 
Varnish Co., Dept. AL, 18th 
& Garfield, Kansas City, Mo. 
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No Corner Bracing Needed! 


NEW STURDY-WALL’ INSULATING SHEATHING 
BY CELOTEX 


Cuts Costs 


Mr. Dealer: Because of its low 
applied cost, new Sturdy-Wall Insu- 
lating Sheathing can bring you new 
customers and increased profits. 


@ 42" thick impregnated insulating 
sheathing with high strength and rigid- 
ity. Lightweight units, easily handied 
by one man 


@ No corner bracing required in ver- 
tical application: Exceeds FHA rack- 
ing strength requirements —nailed or 
stapled 


@ Asphalt-impregnated throughout for 
effective moisture-resistance 


e “Big Board” panels (4 x 8 or 9’; 
square edges) that cover wall areas 
fast 


Order today from your Celotex Build- 
ing Products Wholesaler. 


If it’s “by CELOTEX” 
you get QUALITY... plus! 


NS. 
YOUR HOME = 
COMES FIRST = 


A national program to encourage 
spending for first things first 


BUILDING PRODUCTS BY 
CELOTEX 


THE CELOTEX CORPORATION 
120 SOUTH LA SALLE STREET, CHICAGO 3, ILLINOIS 


Insulating Sheathings for every building requirement, every budget: Double-waterproofed; Asphalt impregnated; nailable Strong-Wall®; new Sturdy-Wall. *Trademark. 
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Reel Mower Offered 


A new self-propelled, reel- 
type power mower features 
front throw action to mulch 
grass and wheel design to 
permit trimming up to %” 
of trees and shrubs. Simply 
lifting the handle controls 
self-propelling power. Heavy- 
duty 3 hp Pincor engine 
with a new wind-up snap 
starter powers unit. Controls 
for start, stop and varied 
speeds are located on handle. 
Pioneer Gen-E-Motor Corp., 
Dept. AL, 5840 W. Dickens, 
Chicago, IIl. 
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NEW PRODUCTS (begins on page 86) 





Pivot Pin ys Twin Tilt Hardware 


An improved pivot-type Twin Tilt hardware con- 
pin hinge for flush overlay verts any regular double 


doors is said to permit 
greater flexibility in install- 
ation and positioning of 
doors. Designated the 557, 
its frame and door leafs 
have two elongated slots, 
giving full adjustment range 
horizontally and vertically. 
The frame leaf has been re- 
designed to work on cabinet 
frames or partitions 4%” and 
%” thick, also shows less 
metal below joint when used 
on %” frame end cabinets. 
Ajax Hardware Corp., Dept. 
AL, 825 S. Ajax Ave., City 
of Industry, Calif. 
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Snap Fastener 

No. D-435 Deep Fit Snap 
Fastener for fastening thin- 
line aluminum storms and 
screens into regular wood 
window and door frames is 
announced. Designed to 
compensate for the differ- 
ence in thickness of wood 
window and door frames 
and new thinner aluminum 
storms and screens, fasten- 
ers provide a means to hold 
them in place firmly and 
snugly, it is said. Spring- 
tension Deep Fit reaches 
down %” and snaps tight. 
No. D-435 is packed one 
gross to a counter-top dis- 
play carton. Ludwig Mfg. 
Co., Dept. AL. 1405 16th 
St., Racine, Wis. 


hung window into a mod- 
ern, tilt-in type providing 
draft-free ventilation, maker 
announces. Windows can be 
easily cleaned from inside of 
house. The unit eliminates 
use of ropes, pulleys or 
chains. Twin Tilt conversion 
hardware can be _ installed 
using the existing window 
frame without interfering 
with storm sashes or screens 
that may already be in use, 
it is said. Twin-Tilt Hard- 
ware Co., Dept. AL, 141 
Steuben St., Pittsburgh 20, 
Penna. 
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No, 640 


Ranch Style Mailbox 


Styled for low, sweeping 
ranch homes, a new mailbox 
features a polished brass 
trim strip to accentuate 
house lines. Designated No. 
641, it is made in either 
black or white wrinkle fin- 
ishes with the polished brass 
trim and matching polished 
brass magazine holders. Size 
is 1256” x 7” x 134” deep. 
Another new mailbox, No. 
640, also is available in 
either black, brass metallic 
lacquer or aluminum me- 
tallic lacquer wrinkle, each 
without the brass trim. The 
H. B. Ives Co., Dept. AL, 
5 Artizan St., New Haven 
8, Conn. 


Takes Work Out of Driving 
Steel Fence Posts 


Patented spring-action of a new Ranch- 
er’s Fence Post Driver provides two im- 
pacts with each stroke, then automatically 
lifts the driver in preparation for the 
next stroke. The new driver pays for it- 
self every three days with labor saved, 
says maker. A wooden post model also 
is available. 

You can drive a steel post in only 20 
seconds; wood posts in 30 seconds, it is 
said. Offsetting handles save hands in 
close quarters driving and in repairing old 
fences. The Rancher’s Driver also is light 
enough and well balanced for easy carry- 
ing in roughest terrain. 

Market data. The new driver is avail- 
able in four models; two for driving 
steel posts and also two models for driv- 
ing wood posts. Suggested retail prices 
range from $19.95 to $54.95. Offering 
a retail markup on cost of 25%, it is 
available from 12 fencing distributors or 
direct from maker. It is an ideal item for 
sale to both consumers and contractors. 
Dealer sales aids include ad mats, bro- 
chures, window banners and catalog 
sheets. Crabb Bros., Dept. AL, Denison, 
Iowa. 
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HARDWARE BUSINESS 


New Literature 


Time-Saving Card—See Back Cover 


Polyethylene Film. A new five-page brochure describes The 
Kordite Company’s complete range of polyethylene film stock 
sizes, with recommended uses and applications. Gauges from 
two to six mils in varying roll film widths from 3’ to 40’ in 
100’ lengths are fully described. Individual swatches of both 
clear and opaque poly film are attached for easy examina- 
tion and reference by user. Copies of the booklet may be ob- 
~~ by writing to The Kordite Co., Dept. AL, Macedon, 

8 
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“Home Lighting Handbook” is the title of a new 36- 
page handbook especially designed to bring to the home- 
maker scores of exciting and advanced home lighting applica- 
tions. Free copies of the handbook may be obtained by writ- 
ing to Progress Mfg. Co., Dept. AL, Castor & Tulip Sts., 


Philadelphia 34, Penna. 
Circle No. 221 on Handy Cover Card 


Phos-Fused and columns, lantern 
posts, lanterns and allied building materials are fuily de- 
scribed in a new four-page, two-color catalog (Form 1036). 
Illustrations show how the railings and columns adjust on the 
job to fit any step, porch, stoop, patio or other installation. For 
a copy of Form 1036, write to Versa Products Co., Dept. 


AL, Lodi, Ohio. 
Circle No. 222 on Handy Cover Card 


Meyco Carbide Tipped Saws offered with a complete selec- 
tion of square, uni-chip or alternate top bevel tooth styles 
at the same list price are fully described in a new catalog. A 
new line of thin-rim saws also is listed in the catalog. For a 


free copy, write to W. F. Meyers Co., Dept. AL, Bedford, Ind. 
Circle No. 223 on Handy Cover Card 


A new illustrated brochure fully describes the manufac- 
turer’s line of fluorescent linear wall lighting. Illustrations 
show how the 4’ units may be used singly or in multiples to 
glamorize an interesting wall or be used over beds, desks or 
kitchen work areas. A copy of the brochure may be ob- 
tained by writing to Prescolite Mfg. Corp., Dept. AL, 2229 
Fourth St., Berkeley, Calif. 

Circle No. 224 on Handy Cover Card 


A new four-page, two-color leaflet describes the manu- 
facturer’s NRHA-approved tool display. Eighteen displays, 
containing 152 tools, are listed and illustrated. For copies of 
the leaflet, write to Vichek Tool Co., Dept. AL, 3001 East 


87th St., Cleveland 4, Ohio. 
Circle No. 225 on Handy Cover Card 


Three new series of fixtures are fully described in a free 
brochure entitled “The Light Idea . . . New Custom Crea- 
tions.” Liberal illustrations show a Sun ’n’ Sand series featur- 
ing imported sandstone reed and brass trim; a Florentine 
series with opaque white globes encased in aluminum scrolls 
flecked with gold; and a highly decorative, polished brass 
Planter series. For a copy of the brochure, write to Virden 
Lighting, div. of John C. Virden Co., Dept. AL, 5209 Euclid 


Ave., Cleveland 3, Ohio. 
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Gate Hardware. A new, four-page catalog contains illus- 
trations of gate hardware especially designed for all rustic 
wood fences. Fittings for stockade and rail-style cedar fencing 
and cane bolt fittings are fully described. Write to Reliable 


Hardware, Dept. AL, Washington St., Route 3, Norwell, Mass. 
Circle No. 227 on Handy Cover Card 


A new folder tells how Formica laminated plastics beauti- 
fy the home. Tips on the care of Formica also are given. 
Copies may be obtained by writing Formica Corp., Dept. AL, 


4614 Spring Grove Ave., Cincinnati 32, Ohio. 
Circle No. 228 on Handy Cover Card 
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The complete 
line of quality 
builders hardware 


TULIP design 
Interior Lockset 


STANDARD design cylinder 
Entrance Lockset 


ATTRACTIVE 
DEALER DISPLAYS 
AVAILABLE 


WRITE FOR LITERATURE AND PRICES 


NATIONAL HARDWARE CO. 


OZONE PARK 16, NEW YORK, N. 2. 
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Want to improve your chances of 


landing 
construction | business in your 


area? Want really reliable leads— 


SoZ 
Ce 
\ OV 


if you do business anywhere 


Dodge in the 37 Eastern states— 


F.w. DODGE 


SEND FOR 
THIS FREE 
BOOKLET 


CORPORATION 


Reports 


FOR TIMED SELLING 
TO THE 
CONSTRUCTION INDUSTRY 


F. W. Dodge Corporation, Construction News Division 

119 West 40th Street, New York 18, N. Y., Dept. AL-70 

Send me the booklet: “How Material and Equipment Firms Get 
More Business in New Construction” and let me see some typical 
Dodge Reports for my area. I am interested in the general markets 
checked below. 


() House Construction (0 General Building 
() Engineering Projects (Heavy Construction) 





Area 











I iciiaies il ilies cae oo’ 
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HARDWARE BUSINESS 


—Special Offers— 


— _— £ ‘ 
Tyler Has a Free Hacksaw 
Blade Merchandiser 


A new combination easel and wall unit 
promotes Tyler’s Spyral (round) blades 
and a new line of flexible Hi-Speed 
(tungsten) and unbreakable high-quality 
Standard Flat Hacksaw blades for the 
home and industry use. 

With an investment of only $17.79, 
the retailer makes a profit of $16.31. The 
blades have a retail value of $34.10. The 
display is free. It includes 20 each 1018, 
1024, 1218, 1224 unbreakable Standard 
steel blades, 20 Hi-Speed (tungsten) and 
five round hacksaw blades (12”), or a 
total of 105 blades in all. Write Tyler 
Mfg. Co., Dept. AL, 1005 W. Arbor 


Vitae Ave., Inglewood, Calif. 
Circle No. 229° on Handy Cover Card 


Offers 60 Gift-Packaged 
Tools on Free Display Rack 
A new Christmas assortment of 10 
tools beautifully packaged and mounted 
on colorful red, green and white cards 
now is available. The assortment consists 
of six each of 10 gift items displayed on 
a free merchandise rack. Each tool gift 
is bubble or skin-packed. Retail value of 
a serene is $59.40. Dealer cost is 
39.60. 


The manufacturer also has available in 
Christmas packaging 21 other items to 
retail at 99¢ and six special items to re- 
tail from $1.98 to $2.98. Oxwall Tool 
Co., Dept. AL, 401 Park Avenue South, 


New York 16, N. Y. 
Circle No. 230 on Handy Cover Card 
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HARDWARE BUSINESS 


New Sales Aids 


Sells O’Brien ‘‘75’’ House Paint 


Over five feet in height, a new giant- 
size merchandising unit is designed for 
effective use in the store or in a window 
to promote O’Brien’s “75” House Paint. 
The large three-foot can with the two- 
foot illustrated panel on top combine to 
make an eye-catching display now avail- 
able to dealers. Write to The O’Brien 
Corp., Dept AL, 101 Johnson, South 
Bend 21, Ind. 
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Puts 100% Nylon Mason’s 
Line in New Display Box 


Versatile, 100% nylon line now 


packaged in a three-color counter or 


Here's The 
SETI: 

Of Things 

To Come... 


ee 
‘ay P J 
Naty woo! J 

PAL Finis For aut HARD OF SOF ,” 


ps 


Is Now In 
Shapely Round Can! 


The product is still the same (best seller) only the can has 
been changed from square to round. You will find it easier 
to handle, easier to display, more convenient for your cus- 
tomers to use. But whatever the shape it is in...square or 
round can, you know it is the largest age most profitable 
redwood finish line on the market today. The Behr Process 
line of redwood finishes was the first line of finishes developed 
expressly for redwood. Sales are now in excess of 2,000,000 
gallons. Place your order now and capitalize on this booming 


redwood market. See your jobber or write direct for complete 


shelf display box designed to spur im- 
pulse sales. The Nylon Mason’s Line has information. 
1,001 uses including chalk line, plumb 
line, indoor clothesline, drapery cord, 
mirror cord, furniture lacing, drop lines 
and pull cord. Braided or twisted, it is 
available in a yellow or natural color in 
%, Y and 1-pound tubes. Each tube is 
polyethylene- wrapped. King Cotton Cord- (formerly Linseed Oil Products Corp.) 

age, Dept. Sa 105 Duane St., New 1601 Talbert Ave., Santa Ana, Calif. 

York 8, N. Gentlemen: Please rush me complete informa 


Circle a "932 on Handy Cover Card tion about your line and why it offers me more 
profit per sq. ft. of shelf space. 


FOR THE MOST PROFIT PER SQ. FT. OF 
SHELF SPACE, MAIL THIS COUPON NOW! 


BEHR-PROCESS CO. 


For more facts, use Name —___ 


handy back cover 
coupon. 


Dealer Name 
Address 
City & State 
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Introduces Portable Air Tank 

A 25-pound portable air tank for use 
in calking with Calbar No. 55 Air Pres- 
sure Gun now is available. Easy to trans- 
port, it is 18” long and 12” in diameter. 
It is made of 14-gauge steel with 9-gauge 
steel heads and will hold 100 pounds of 
air pressure. It can be filled at any serv- 
ice station. 

The regulator on the tank controls 
the air pressure in the gun so that calk 
flow is smooth in any weather. Hose and 
connectors to fit the tank are available. 

The new No. 125 Calking Gun Air 
Tank now is available from roofing and 
building supply distributors. Its retail 
price is $85.25. Literature is available. 
Calbar, Inc., Dept. AL, 2612 N. Martha 
St., Philadelphia 25, Penna. 
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LINEAL MMOULDINGS 


from CALIFORNIA HIGH ALTITUDE 
PONDEROSA PINE and WHITE FIR 


WwEd MANUFACTURE AND SUPPLY 
THE FOLLOWING ITEMS IN PONDEROSA PINE: 


@ Finger Jointed Mouldings @ Solid Mouldings 
(Specified Lengths) (Cut to Length) 
@ Cut Stock @Jambs @ Venetian Blind Stock 


CALL YOUR NEAREST JOBBER FOR TW&J MOULDINGS 


y, Te Y . 
Tartrer.Wesster & Jounson. Inc. 
P.O. BOX 3498 PS 
San Francisco 19, California (ay 
PRospect 6-4200 Teletype SF211 “ee 


For quality 
lumber pro 
look fo ~ 
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Computer Reads Business Forms 

The first electronic computer able to 
read and process a conventional business 
document is announced by The Na- 
tional Cash Register Co. In a test, it 
sorted 1,666 different transactions into 
60 different categories and printed re- 
sults in three minutes. 

Called the NCR 390, it sorts, sum- 
marizes, compares, makes decisions, cal- 
culates, accumulates, updates balances, 
handles exceptions and controls auxili- 
ary equipment electronically, explains 
operator Belinda Pope (above) as pres- 
ident Robert S. Oelman (left) and 
board chairman Stanley C. Allyn look 
on. The 390 is ideal for use by whole- 
salers and retailers who want to keep 
regular hard-copy records for quick read- 
ing and at the same time achieve the 
speed of electronic data processing. 

Completely transistorized, the comput- 
er’s four types of input include magnetic 
ledger cards, conventional punched 
cards, punched tape or keyboard entry. 
All four may be used simultaneously 
in the $75,000 system. Output methods 
consist of magnetic ledger cards, 
punched cards, punched tape or ma- 
chine printed forms. First deliveries of 
the computer are scheduled for 1961. 
It may be rented for $1,850 a month. 
The National Cash Register Co., Dept. 
AL, Dayton 9, Ohio. 
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Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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How to heat up profits from the basement 


There’s a big profit potential down under most 
homes. Basement remodeling! You can build play- 
rooms, laundries, install new heating systems— 
and more. All can be financed on the Universal 
C.1.T. Property Improvement Plan. In fact, you 
can use this plan to upgrade the sale, sell a more 
extensive job. 

Make the C.I.T. Plan a part of your remodeling 
package. All you need do is estimate the job, and 
close the sale by quoting low monthly payments. 
There’s no down payment—customers can take as 


long as 60 months to repay. In addition, your 
customers are protected by Credit Life Insurance 
on the unpaid balance. 

C.I.T.—the nation’s /argest independent finance 
company—backs you with fifty years of experience 
serving more than s@venteen million families. 400 
offices, coast-to-coast, assure you of fast, reliable 
service. See how the C.I.T. Property Improvement 
Plan can help you build profits. Call your local 
Universal C.I.T. representative, today. Or write: 
Universal C.1.T. Credit Corporation, 650 Madi- 
son Avenue, New York 22, N. Y. 


Property Improvement Plan 
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Matching Putty Sticks Matching Stains 


... hide all nail holes effectively ... Make it a simple matter to 
because they are matched at the match built-ins and accessory 
factory to each panel finish. woodwork to PlyWelsh Panels. 


ELSH the 





Panel Stretchers 
... can be used in combination 
with panels to give added height 
or to vary wall pattern. 


only complete 











10 molding patterns pre-finished 
to match all PlyWelsh panels 


—-------7 sos a dati aim dns Sa a 


W-201 W-201-R W-204 W-206 


Casing and 


Pre-rabbeted 


Apron 
11/16” x 24” 


Casing 


W-207 
Base 
9/16” x 3%” 





%” x 24%,” 


W-210 
Cove 
4” x24,” 








Sell the complete PlyWelsh package for remodeling 


When you sell the complete Bruce 
PlyWelsh line you can offer everything 
needed for a finished job. Hardwood 
moldings in 10 patterns are factory- 
finished to match the wall paneling. 
Matching panel stretchers, putty sticks 
and stains are also available. PlyWelsh 


panels have the famous Bruce finish 
developed for use on hardwood floor- 
ing. That, plus the PlyWelsh accessory 
items, makes this the most salable, 
most profitable line in the industry. 
Write for complete information or con- 
tact your PlyWelsh distributor. 


WELSH PLYWOOD CORPORATION, SUBSIDIARY OF EL. BRUCE CO., 1218 N. HOLLYWOOD, MEMPHIS, TENN. 


Mullion and 
Chair Rail 
y,” x 2” 


W-211 

Cove and 
Inside Corner 
¥% ” - % Ww 





Stop 
7/16” x 1%” 


W-212 
Outside Corner 
¥%,” x y,” 





The finish won’t chip off! 


pre-finished hardwood paneling package 
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How’s Business ? 


Building Products Dealer Sales Pulse 


Marketing Regions (see map on page 40) 


Zene 8 
Mountain 


Zone 4 Zone 5 
East North East South 
Central Central 


Zone 3 


Zene | 
Nerth South 


Zone 6 Zone 7 
West North West South 
Central Central 

+ 5% 


+ 3% Same 


Zone 2 
Middle 
Atlantic Atlanti 





Sales: June '60 vs. 
Sales: June '59 
6 months ‘60 vs 


+10% —10% + 3% —25% —10% 


+ 5 % 


—10% —15% 


6 months "59 — 5% — 5% +15% — 5% —30% 
Accounts receivable 

June 30, "60 vs. 

June 30, ‘59 

Inventory: June 30, '60 

vs. June 30, "59 
Next quarter's sales —10% Same + 2% 
estimate + 5% + 5% %o 20% X Same 
June weather Good Good Good i Mixed 


—12% —10% +10% —15% 

— 5% 

—10% 0 

Mixed Good 


billion and residential construction slumped a whopping 
14% to $6.1 billion from 1959. 


Some retail lumber dealers in the west north central 
region, zone 6, which seems particularly hard hit, are 


Complaints of retail building materials dealers rang 
loud and clear throughout the land as residential con- 
struction remained slack. A general downturn in busi- 
ness was offset only in the southern states. 


Builders gripe that houses take much longer to sell this 
year after being built. Even with some loosening in the 
money market, it appears most potential buyers aren’t 
taking advantage of it. Generally good weather hasn’t 
spurted sales as predicted. 

F. W. Dodge Corporation’s seasonally adjusted figures 
show a 6% downswing in home building in May. Cum- 
ulative totals for the first five months of 1960 set over- 
all construction at $14.1 billion, down 7% from last 
year. Non-residential building is up 1% for the period 
to $4.7 billion, heavy engineering is off 4% to $3.3 


making notably dire predictions as to the state of busi- 
ness for the rest of this year. They see both new build- 
ing and home improvements falling off at an alarming 
rate. Other dealers aren’t so pessimistic, even seeing a 
business rise in the next quarter, but few see any great 
expansion. 

Federal wholesale lumber and wood products price in- 
dex for May dipped to 123.7 from April’s 124.3 when 
1947-49 equals 100. May and April indexes last year 
were 128.2 and 126.3 respectively. 
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Hines Salesmen Attend Art Hood Clinic 


Art Hood, who had conducted 


Oak Park, ILtt.—Giant Edward 
Hines Lumber Co. has a_ theory 
“you're never too big to learn!” 

It became the first retail building 
materials firm to offer 87 salesmen 
and a saleswoman Art Hood’s two- 
day sales clinic last month. The two 
days of class work were separated 
by a week of intensive study. 

Hines has 27 retail lumber outlets 
sprawled over Chicagoland. It is de- 
termined to get its share of the grow- 
ing home improvement market. 


98 


scores of management workshops 
throughout the U.S., Canada and 
Australia, developed and presented 
this first sales clinic. He was assisted 
by Frank E. Perkins, director of per- 
sonnel training; Edward Hines, Jr., 
W. M. Archibald and Dan Nickolich. 

Art wrote a “Consumer Sales Man- 
ual for Retail Lumber and Building 
Products Salesmen,” especially for 
the session. The manual is divided 
into six sections: “The Industry of 


Which You Are a Part;” “Your Per- 
sonal Opportunity in This Industry;” 
“Preparing Yourself for a Superior 
Selling Job;” “The Steps to Success- 
ful Sales Production;’ “Refresher 
Material When the Going Gets 
es al and “Supplementary Mate- 
rial.” 


Sash, Door Jobbers 
Advised on Unions 


MEMPHIS, TENN.—“Get your house 
in order before the union comes,” la- 
bor attorney Charles B. Mahin of 
Chicago advised over 300 members of 
the Southern Sash & Door Jobbers’ 
Association in a recent meeting here. 

“Powerful unions can put any busi- 
ness out of operation,” Mahin warned. 
He emphasized employers’ rights and 
obligations in dealing with unions in 
the light of the new labor law. 

During the closing business session 
of the two-day membership meeting, 
the following new officers were elect- 
ed: president, J. Reese Jones, Jr., 
Victoria Sash & Door Co., Shreve- 
port, La., first vice-president, Carter 
Wood, Maynard Sash & Door Co., 
Amarillo, Tex.: and second vice- 
president, T. L. Vincent, Binswanger 
Glass Co., Richmond, Va. Thomas 
Birchfield, Memphis, was reelected 
secretary-treasurer. 
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or patic 


What a package, the 


H/D press oe Multi- Port! Its dual ‘peracnalily gives it real sales appeal. Free-standing, it’s an 
ideal carport; wall attached, it’s a big, low cost patio roof —or a carport, or both, depending 
on the season! The H/D Multi-Port makes a fine boat shelter, too. It’s a full 10’x 20’ and can be 
easily installed in multiples with a special center leg package. Despite its competitive price, the 
H/D Multi-Port is a top quality product, rigorously engineered by Bridgeport Brass Company, 
as you can see in the photograph below. The 4,000-lb. truck and steel channels it is rest- 








ing on are supported solely by the H/D Multi-Port (20-lb. loading). There are no extra posts, 
wires, or hidden supports. The roof is made of 6” wide interlocking panels of special aluminum 
alloy, heat-treated, finished white with 2 coats of baked enamel. Contact your Hunter Douglas 
representative. Or write Bridgeport Brass Company, Hunter Douglas Division, 30 Grand Street, 
Bridgeport 2, Conn. 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult ther: on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 
Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenove, W. Va. 
Homer Lbr. Corp., Appalachia, Va. 
Manutacturers Appalachian Hardwood Lumber 








Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ocak, Walnut, Popler, Basswood, 


Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 


APPALACHIAN HARDWOODS 
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“OWN A SECOND 


HOME” is the lure 


of DeVille’s ad in 
a Canton news- 
paper. Interested 
readers 
their boy fishing 
only a few steps 
from ‘‘real leisure 
time living’’ week- 
end cabin. Inset 
drawing shows ar- 


rangement of two 


bedrooms, bath 
and _living-dining 


room-kitchen of 


basic structure. 


LEISURE CABIN, 
first erected by 
DeVille Lumber 
Co. at a Canton, 
Ohio home show, 
now draws admir- 
ing eyes along a 
city thoroughfare. 
Window sign tells 
passers-by ‘‘only 
$24.68 a month.” 





SEE IT BUILT AT THE HOME SHOW 
Own a 2nd Home 








picture 








he tetwre coovenence 
7 lt con be made vate a your road quent house 


oney Down if you own or lease a lot 


2 Complete Building Marts To Serve Your Needs 


GROSS AVE. YARD GFEN 1.20 Am. TO 5 PM SATURDAY 


1225 Gross Ave. WE. at 12th St. 900 Cleve. Ave. SW. af %h St. 











Offers Leisure Living for $1,640. 


—Vacation Cabin Package 


Three men plus one eight-hour day 
equals one vacation cabin. 

That’s the promise DeVille Lumber 
Co. makes to Canton, Ohio area re- 
sidents. 

Placing a second home within 
reach of almost anyone, DeVille will 
have three men erect the basic shell 
leisure cabin minus porch on a leased 
or owned site for just $1,640.90. Easy 
to maintain, it can be adapted to any 
site. 

First erected at a Canton home 
show, the cabin is said to have drawn 
25,000 to inspect it. It is now dis- 
played along a main Canton street. 

structure. Cabin shell includes 
42” fir plywood 8’ x 8’ floor sec- 
tions, assembled trusses including 


gable ends and 4’ x 8’ wall panels 
with pre-hung doors and awning win- 
dows installed and siding on. Roof is 
%” fir plywood with asphalt shingles. 
Monthly payments for the basic struc- 
ture are $24.68. 

Features. DeVille offers a_ sales 
package that includes plumbing, elec- 
trical work, foundation laying and 
carpentry financed over seven years. 
Paneling, ceiling, kitchen and interior 
partitions can be added at small extra 
cost. Able to sleep eight, the cabin’s 
flexible interior can be expanded to 
two bedrooms, bath and combination 
kitchen-living-dining room. 

Buyers can erect the shell them- 
selves over a week end or in three 


stages. 
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ADuraply® Lap Siding has a deep horizontal shadow line 
Duraply's resin-fiber surface was engineered to hold paint with 
out checking, blistering or peeling. Quality paint, properly 


applied, lasts up to twice as long as on conventional siding. 


<q Textured Sidings |ike Formtex® and Weldtex® offer low- 
cost variety and fast installation. Weldtex comes in big 4’-wide 
panels or in lap siding for horizontal application. 


Give your builders variety at low cost 
with the profitable line of Weldwood Sidings 





Striking vertical effects are obtained with Duraply Fiat Panels in traditional board and 
batten treatment. Or battens can be eliminated and interesting grooved sidings used for 
Wick, easy applications. Duraply sidings available mill-primed for one-coat finishing. 
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Builders can save money, sell their houses 
faster with Weldwood’s wide variety of 
quality sidings. There’s a Weldwood® Siding 
for every home design. All can be applied di- 
rect to studs. Ask your Weldwood representa- 
tive about the Weldwood Sidings Sales Kit. 


WELDWOOD SIDINGS 


Mail coupon for free Weidwood Sidings Booklets 


United States Plywood ALBPM 7-18-60 


55 West 44th Street, New York 36, N. Y. 


Please send free copies of new t 
For Traditional And Contemporary 
Hardboard Sidings 


Name. . 
Firm 
Address 


Zone State 
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TRACK NO. 201—He" X 1%” 


rT 


TRACK NO. 200%” X 1%” 


: Fe py, got, 
id og LJ i : G > 


BASE NO. 24—%4" X 3” 


FULL ROUND NO. 90-14” 


BASE SHOE NO. 31 QUARTER ROUND NO. 70 
Kr XH? Hr XK" 


oa 


CAPPING NO. 120—"Y4" X 1” HALF ROUND NO. 80—%” X 1” 


CASING NO. 11~%”" X 24” 


4 


COVE NO. 60K" X 4” 


CASING NO. 15—"Vs" X 24” CORNER NO. 50-1" X 1” 


Two very soungé reasons. Ilco moldings are markedly superior to 
ordinary ones and they cost very little more. 

Like all products of Insular Lumber (world’s oldest and largest 
producer of Philippine Mahogany), Ilco moldings are, of course, 
solid hardwood. Their rich good looks allows them to combine 
beautifully with hardwoods, with stone or brick and painted or 
papered walls. What’s more, Ilco takes all types of finishes easily. 

Ilco offers a complete selection of moldings, everything from 
casings and bases to chair rails and cornices. So take advantage 
of Ilco’s variety . . . and excellence. Today’s homebuyers are shrewd, 
demanding. They shop carefully before they buy. Moldings of Ilco 
Philippine Mahogany can help convey the feeling of quality that 
they are seeking. Write us for detailed information. 

UNITED STATES "Et “Th fer om 
ALABAMA —Birmingham Midland 


Griffith-Coker Lumber Co., inc. NEW JERSEY—Camden Frank Paxton Lumber Co 
Du Bell Lumber Sales Co 


WASHINGTON— Seattle 
Matthews Hardwoods, Inc 

WISCONSIN—Milwaukee 
Frank Paxton Lumber Co 


CALIFORNIA—San Francisco 
Davis Hardwood Co 


COLORADO—Denver 
Frank Paxton Lumber Co 


NEW MEXICO—Albuquerque 
Frank Paxton Lumber Co 


NEW YORK—Brooklyn 
Anchor Sales Corporation 


WAII—Honolul 
— pees Black & Yates, Inc 


American Factors, Limited 
Shuman Hardwood Lumber Co 


CANADA 


den 
Griffith-Coker Lumber Co., Inc. a See inn 
ILLINOIS—Chicago P.O. Box 478 ye Smi rv » Ltd. 
C 
—_ Syn er ver Co, NORTH CAROLINA—Greensboro Fyfe Smith Hardwood, Ltd 
Columbia Hardwood Lumber Co Srenn-Bhidens Lumber Co. 
BRITISH COLUMBIA—Vancouver 


1OWA—Des Moines J. Fyfe Smith Co., Ltd 


Siash Meiien Ghabet Co PENNSYLVANIA—Philadelphia 


Fessenden Hall Plywood, Inc 
Pittsburgh 
Germain Lumber Corporation 


ONTARIO—Toronto 


MASSACHUSETTS—Charlestown 
Robert Bury & Co. (Canada) Ltd. 


Winde-McCormick Lumber Co 
QUEBEC—Montreai 
Robert Bury & Co. (Canada) Ltd. 


TENNESSEE—Knoxville 


MISSOURI—Kansas City 
Griffith-Coker Lumber Ce., Inc 


Frank Paxton Lumber Co 


PANELING « SIDING » MOLDINGS + FLOORING + TRIM + ROUGH & SURFACED LUMBER 


INSULAR LUMBER 


1405 LOCUST STREET, PHILADELPHIA 2, PA. 
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“SCULPTUREWOOD” DISPLAY fence outside a building in- 
trigues people, prompts inquiries at lumberyards. Installation 
above is at Liberty Lumber in Dearborn, Mich. 


Intriguing Display Gets 
Quick Sales 


“Sculpturewood” can be formed in many ways. But the 
main thing formed for Roman J. Tafelski, Sr. is reaction 
resulting in sales. 

The owner of Liberty Lumber Co., Dearborn, Mich. 
took on “Sculpturewood” on an experimental basis only a 
few weeks ago. This new process sculptures varied designs 
in woods, particle board, fiber board, cork and similar 
materials for exterior or interior decorative panels. 

Reaction. Liberty Lumber’s store display has evoked 
considerable interest. In a short three-week period Tafelski 
sold eight jobs ranging from a patio enclosure to a parti- 
tion affording privacy to a mortician’s desk. 

“Results have been so good,” Tafelski says, “I’m going 
to put up a fence outside the store to really push the item.” 

Liberty Lumber is building a small utility building of 
“Sculpturewood” texture III (mahogany). 

“The average tool shed or utility building has little eye 
appeal.” Tafelski explains. “We are going to offer our 
customers one that is not only functional but attractive.” 

Variety. Liberty Lumber makes a work bench that looks 
like a piece of furniture. Tafelski says the greatest value 
of sculptured fences is the “attention it brings” his lumber 
firm. 

“We keep a number of projects going all the time to get 
interest and keep people aware of us. This has proved to 
be a good one,” he admits. 


ee Ps. % 
LIBERTY LUMBER Co. sculptured wood window display in store 
in Dearborn, Mich. Owner Roman Tafelski says this draws 
attention to building materials display. 
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@ Flows freely into cores or cavities 
-+»No ‘cutting, no furring out...no fit- 
ting...no waste. Drastically reduces 
costs of both materials and labor. 


@ Fills 100%...won't settle... per- 
manent. Will not permit transfer of 
moisture from outer to inner wall 
surface. 


Mail Coupon 
for 
FREE DATA 


4 


ee 


& ’ —. Sa 


—— * 


ZONOLITE’ WATER-REPELLENT 
MASONRY FILL INSULATION 


gives Builders a Fast, Low-Cost Way to 


Insulate 


BLOCK 
AND CAVITY 
WALLS 


gives you a brand-new Year-Round Seller! 


If any insulating product ever hit the 
market with everything in its favor, this 
is surely the one. Zonolite Water-Repellent 
Masonry Fill Insulation meets a crying 
need that architects, builders and build- 
ing owners have recognized for years. 
Now, for the very first time, there’s a 
completely effective insulation for block 
and cavity walls that gives you a new 
source of profit all through the year. 


Fast: High-speed installation pictured 
here can be duplicated on any job. 
Efficient: Cuts heat transfer through 
masonry walls up to 50%. 


Stays Dry: Patented process insures 
against water damage to insulation. 


Cuts Heating & Cooling Costs: Often 
permits smaller units...greatly reduces 
operating costs. 
Low Cost: As little as 14 to 14 the costs 
of insulation applied to inner wall sur- 
face and other methods used heretofore. 
So now you can see why Zonolite 
Water-Repellent Masonry Fill Insulation 
is already selling ‘“‘like 60” the nation 
over and gaining tremendously from day 
to day. So, get all the facts... mail the 
coupon today. 


ZONOLITE COMPANY —Dept. AL-70, 135 South LaSalle Street, Chicago 3, lil. 


Rush me FREE Booklets MF-2 and MF-3 on new 


ZONOLITE Water-Repellent Masonry Fill Insulation. 





Name. 


Firm 





Address 




















Sell oomomy” 
SHUTTERS 


MADE-IN-AMERICA WITH 
QUALITY IN EVERY INCH 


New you can sell fine shutters yet 
compete qualitywise and costwise 
with any low prices offered. 
“ECONOMY” interior adjustable 
shutters are the answer and provide 
the last word in beauty, usefulness 
and price—and profits to you! You 
ean buy in any quantity — a single 
| panel or a carload. 


Immediate Delivery 
Send for file size card that furnishes complete selling in- 


formation and prices. A valuable sales aid. Free. Address 
Dept. A-3 


Other Profitable WALTZINGER Lines To Sell: 


Shoji Panels 
Shoji Screens 
Shoji Doors 























Louvered Panels 

Louvered Doors 

Louvered Screens 

Louvered Room Dividers Bi-fold Doors 

Cafe and Salon Doors Aluminum Railings 
Aluminum Columns 





FREE LITERATURE ... Write for it! 
Your Dependable Source Of Supply 


|ALTZINGER, INC. 


| Manufacturers and Distributors 





1500 S$. Western Ave. CHICAGO 8, ILL * Ph CAnal é 
122-26 Leslie St. DALLAS 7, TEXAS «© Ph. Riverside 1-684 





“SCOTCH” BRAND Masking Tape sells at a fast 
clip when you suggest it with every paint sale. 


WE HAVE TO ADMIT IT! 


When It Comes To Summer Cottages .... We Offer You The 
ee Best Value For Your Dollar! 


Now! on display at 

137 KING STREET WEST 

ln the heart of Dundas 

_ Welivdal design ... Persenalived styling... Outstanding Valve... Aa improved system of building 


[ats Aiea —| the LAURENTIAN'S 


@ FREE 100 MILE DELIVERY 
© SUPERVISED ERECTION 





Dre car viten fet 
weiter reel 
fre ard rie we oe 
crempieny Oreo 
i» Ae Se eek PD cee 
ee 


The Precipons Bushs inerrad i he 
ten OF THE Mhee te hove 


With rhe purchere of any Cotege Pochape 


1495" 


2+ on ttle 05 FARO0-9 meth with wetting deve 
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SNETSINGE 


137 KING STREET, DUNDAS, ONTARIO 











SCOTCH” IS A REGISTERED TRADEMARK OF THE 3M CO 
Mitwwesora )/finine ano [/fanuracrurine company 
«++ WHERE RESEARCH IS THE KEY TO TOMORROW 








Prefab Cabin Promotion 
Includes Free Paint 


Dunas, ONTARIO—Snetsinger Lumber Ltd., a dealer for 
Precision-Built prefabricated structures, offers three gallons 
of exterior paint free with the purchase of any cottage 
package. 

Total cost of its Laurentian summer cottage is $1,495 
with nothing down and four years to pay, at $42 a month. 
Glass and screens are included with the 24’ x 24’ two 
bedroom pre-engineered and pre-constructed cabin. 

Components for the structure are from the Precision- 
Built Homes Co. Snetsinger’s lend their own local pres- 
tige, however, with these words: “Precision-Built structures 
are backed by Snetsinger’s. You deal with a firm you know 
—a part of your community.” 

The dealer promotes the component system as “under 
a roof in a day.” Delivery is free within 100 miles. 

Just beginning in this field, Snetsinger’s has already sold 
four cottages. 


Vacation and Shell Housing Loans 


XENIA, On10o—The Lumbermens Investment Corpora- 
tion of the Ohio Association of Retail Lumber Dealers 
has announced that its members can now obtain financing 
for shell housing and vacation financing. 

The first application for a vacation cabin was received 
by LICO from the McArthur Supply Co., McArthur, 
Ohio. It provided no down payment with a mortgage of 
$2,365 over a 6-year term, on the buyer’s lot. 
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in windows = 


makes the hig di ifere CTENCE 














Some dealers are content to write orders without 
giving customers the benefit of their “‘dealer savvy’’. 
Who has a better chance than dealers to compare 
quality and performance? Who hears the frequent com- 
plaints and the occasional praise of building products? 


Reduce complaints and improve customer relations 
by telling the full story of high-quality, trouble-free 


R-O-W Removable Wood Windows. Your profits Lif © LO x. | 
: ® 


today, and your prosperity tomorrow depend upon 
customer satisfaction. wien makanen 


R*O*W and LIF-T-LOX are registered 
trade-marks of the ReO*W Window Sales Company 
R-O-W WINDOW SALES CO. ° 1365 ACADEMY AVE. Dept. AL-760 * FERNDALE 20, MICHIGAN 
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Two California dealers prove that— 





DEMONSTRATIONS 
PULL CROWDS 


Home improvement and do-it-yourself 
shows pick up sales and pull new cus- 
tomers, attracted by heavy promotional 
barrage. 


WO CALIFORNIA retail building materials dealers 

recently drew thousands of prospects into their stores 

and lumberyards by promoting weekend home improve- 
ment and do-it-yourself shows. Results: 

e Continuing increased sales. 

e Inactive accounts reopened. 

e New customers added. 

Eagle Rock (Calif.) Lumber Co. pulled a surprising 
7,000 persons—kids were not counted—into its Home 
Improvement and Do-It-Yourself show in suburban Los 
Angeles with a barrage of pre-show advertising. 

Space was taken in seven neighborhood newspapers 
three weeks in advance of the show at a cost of $500. More 
than 60 radio spot announcements helped the push, also 
truck signs. 

Placards costing $300 were displayed in stores and 
theaters to announce the big event. Then on Thursday 
before the show, a whopping $1,500 more was put into 
newspaper advertising. 

Joint effert. Manufacturers and distributors joined five 
non-competitive merchants and contractors in setting up 


26 display booths arranged back-to-back down the middle 
of the yard. 

Sales employes were identified by light pin-checkered 
shirts with short sleeves. Live demonstrations seemed to 
pull the biggest crowds. 

Displays included upholstering, novelty standards and 
brackets, fences, doors, windows and sink tops. 

Also exhibited were flooring, insulation, acoustics tile, 
roofing, power tools and plastic products. 

Bank representatives were on hand to explain financing 
for new construction and remodeling. The lumber dealer’s 
own Home Improvement Clinic offered free advice. 

More than 3,600 soft drinks, pencils, yardsticks and 
balloons were given away during the two-day promotion, 
which ran from 8 a.m. to 5 p.m. Saturday and noon to 5 
Sunday. 

Sales climb. Police helped handle the overflow crowd 
that jammed the yard. Although no extra effort was made 
to sell merchandise during the promotion, sales increased 
one-third over any previous weekend in the firm’s history. 
(Eagle Rock has always remained open all day Saturday 
and from 9 a.m. to 1 p.m. Sunday.) North Swanson is co- 
owner. 

The show was so successful, said Swanson, that it may 
be staged twice a year. Exhibitors have already asked for 
prime locations in the next one. Next time Swanson plans 
to contact exhibitors earlier and vary booth sizes. Having 
booths nearly all the same size is a mistake, he finds. 

Follow-up ads in the seven neighborhood newspapers 
mentioned the show and listed products exhibited. New 

(continued on page 108) 


RAPT AUDIENCE 
watches dry mix dem- 
onstration at the 
Build-a-Rama show, 
Montroni-Heard Lum- 
ber Co., Woodland, 
Calif. 
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TEMPORARY SIGN near 
Eagle Rock (Calif.) Lum- 
ber Co.’s parking lot ad- 
vertises suburban Los 
Angeles dealer's Home 
Improvement and Do-it- 
Yourself Show. 


EAGLE ROCK LUMBER ‘euinadit 


2214 FAIR PARK AVENUE, EAGLE ROCK. CALIFORNIA 




















TWO-PAGE AD in Los Angeles neighborhood newspaper pro- ative of Security First National Bank, who was available to 
motes manufacturers, distributors, contractors and represent- answer questions. Many valuable prizes were also listed. 


LIVE DEMONSTRATIONS in booths attracted customers during the week end YARD SERVICE at the Eagle Rock 


show was available for immediate 
sales. Materials used for display, as 
wood weave fencing, were offered as 
“after-show"™ specials. 


show. Foreground sign lists home improvement special. 
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TO SNAG OR 
DAMAGE MATERIALS 


with TWIN-TILT TRUCKS 


® Streamlined, full-welded, all- 
metal construction—no sharp 
corners,no rivets or bolts to 
work loose. 
Heavy, tubular steel frame, 
comfortable handle grips. 
Aluminum alloy ball-bearing 
wheels with molded rubber 
tires. 


* Exclusive, patented TWIN- 
TILT lever permits finger-tip 
loading up to 1200 pounds. 

* SWINGARD safety attach- 
ment eliminates danger to 
workmen, damage to loads. 

* TODAY .. . write, wire or 
telephone for complete de- 
tails and prices. 


0. BOX I, ST. BERNARD 


® P.O. j ‘ 
CINCINNATI 17, OHIO 
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For Builders 
and 
Consumers! 


New! Unique! A real profit 
builder! 


Consumers will go for its 


simple installation (30 sec- 


onds), and beauty of ap- 
pearance, 





Builders will appreciate the 
economies to be had by 
using this door for closet 
openings. 


| Cobanbia-vatis 
FABRIC DOOR 
installed in 30 seconds! 


For complete details see your distributor or write 


THE COLUMBIA MILLS, INC. 
368 S. WARREN STREET SYRACUSE 1, NEW YORK 
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BLACKBOARD SIGN listed numbers in prize-winning drawing 
held every 45 minutes at Build-a-Rama sponsored by Motroni- 
Heard Lumber Co., Woodland, Calif. Sales manager Joe Es- 
pigares, Jr., left, checks winning ticket of Bob Criston. 





DEMONSTRATIONS PULL CROWDS 
(begins on page 106) 





charge accounts are being opened, new faces are seen and 
old customers have returned. 

Almost 700 names have been added to the mailing list. 
One in ten who came to the show turned in name and 
address on a newspaper coupon; others signed for the 
drawing of $1,000 in prizes. 

Another dealer show. Motroni-Heard Lumber Co., in 
northern California, offered a half-ton pickup truck as main 
prize along with door prizes. 

In previous shows, attendance had dropped off after 
5:30 p.m. This year, store manager Lou McGoldrick re- 
ported unexpected sales between 7 and 9 p.m. running 
hundreds of dollars and increasing on Saturday, even after 
the last prize had been drawn. 

People returned both days to inspect the blackboard for 
prize-winning numbers, McGoldrick explained. 

“We got a different group each day because winners 
didn’t have to be present at drawings. They could claim 
their prize any time.” 

McGoldrick indicated an increase in regular sales as a 
result of the two-day promotion. New charge accounts are 
being opened. 

“Many new people are coming in to buy,” McGoldrick 
disclosed. “We believe this is one result of our Build-a- 
Rama show.” 


PICKUP TRUCK was No. 1 door prize won by Don Branningan, 
center. Mrs. Frank E. Heard, wife of firm's co-owner, checks 
winning number and Lou McGoldrick, store manager, hands 
over the keys. 
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Nothing in this world compares with Arkansas Soft 
Pine for siding. Its greater strength assures 
longer life. It holds nails with a bulldog grip. It is 
decay resistant. It does not shrink. It is uniform 

in size. It is economical. It takes and holds 

finishes evenly and smoothly. Its natural beauty 

of texture and grain impart individuality to the home. 
Arkansas Soft Pine Siding by Potlatch is well 
manufactured, properly graded and exceptionally 
high in quality. 
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BRADLEY-SOUTHERN DIVISION 
WARREN, ARKANSAS 
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Fer your western 
lumber needs con’ 
these PFI offices: 
ety wt Penn. 
1615 Oliver Bidg. 


Kansas City, Mo. 
2007 Bryant Bidg 
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Deer Park, Wash. 
Deer Park ind.. inc. 
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99 Ways to Sell at a 
Profit Against Cut- 
Price Competition 


Art Hood says ‘‘Here’s a 
book | think you should 
have. It gives you suc- 
cessful answers for when 
the buyer says ‘Your 
price is too high.’ In all, 
this book contains 99 
ways to sell at a profit 
nthe, A, Hest, against cut-price compe- 

Board, American tition. 

lumberman Magazine ‘More than 4,000 top 
dealers have paid a total of almost $400,000 to 
get this same kind of information, as part of my 
Lumber Dealer Management Workshops."’ 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 


Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each 

To order simply fill in"fie coupon below and 
send to address indicated, Yqyr order will be 
sent to you by return mailig + 

Note: please enclos@giioNéy order or check 
with your order—we cannot afford to bill you 
at these low prices. 

Send in your order now! 








AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 
Please send me 


is enclosed. 





copies of ‘99 Ways to Sell at a 
Profit Against Cut-Price Competition."’ Money to cover 





Name 





Company 





Street 





City— 


State 

















GARDEN TOOLS, fencing and lawn care items (in back- 
ground) are effectively merchandised before United Lumber 
Co. model garage section. President Norris E. Peterson dem- 
onstrates a combination settee-one seat picnic table to a 
customer. 


Garage Display Doubles as 
Outdoor Living Promotion 


Lawn care item sales have jumped 400% to 500% for 
United Lumber Co., Brighton, Colo. The reason is a new 
garage section display adjacent to the store. 

Serving as an eye-catching center for lawn, garden and 
patio materials, the low-cost garage section is proving an 
excellent merchandising aid for outdoor items. It was first 
put up as a 6’ x 16’ demonstration model of prefabed 
trusses and other materials handymen need to build their 
own garages. 

Sales have also risen on garage trusses and framing. 


Solves problem. President Norris E. Peterson said the 
garage section was erected by one carpenter in two days 
for less than $100. Backed against a masonry wall, the 
green-and-pink structure is lined with shelves where lawn 
care items are displayed out of the weather. 


For five years, Peterson explained, “we’ve had diffi- 
culty selling these items” because of lack of adequate 
display space. “This garage section solved that problem. 
Sales gains have been impressive.” 


Greenery. A local florist displays plants and shrubs on 
the fenced-in patio in front of the garage section. He 
cares for his own greenery set amid a display of garden 
tools, power mowers, barbecue supplies and decorative 
fencing. 


Advertising. United has focused a hard-hitting advertis- 
ing campaign on its new “Patio & Garden Center.” Display 
ads in nearby Denver newspapers tie in with national 
advertising. A two-color “Home and Garden Guidebook,” 
flyers and post cards call attention to United’s merchandis- 
ing idea. Now, Peterson said, the campaign is beginning 
to pay off. 





For more facts, 

on advertised products, 
use handy back 

cever coupon. 
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TRUSCON 


Low Cost 
Metal Doors... 


The Tops in the 
Industry at Low, Low Prices 





Truscon Steel and Aluminum Doors are priced low 
for big volume, fast turnover. They save builders 
installation dollars, save expensive call-backs. The 
full line is carried in warehouse stocks for immedi- 
ate delivery to help you help your customers meet 
tightest building schedules. 

You can sell frames and all accessories for same- 
time delivery. Doors prepared for panic hardware, 
door closers, double doors—all are available to meet 
your requirements with no loss of time. 


Now, from one source you get the right door to 
meet every customer need. Doors with sales features 
you can demonstrate, At prices that turn a nice 
profit, and with delivery when you say. 





Contact your nearest Truscon representative. Or, 
send coupon today for more information about 
these low cost metal doors. 


REPUBLIC STEEL 
TRUSCON DIVISION 


Youngstown 1, Ohio 


NAMES YOU CAN BUILD ON 


REPUBLIC STEEL CORPORATION 

TRUSCON DIVISION ¢ DEPT. C-9911-A 

1058 ALBERT STREET « YOUNGSTOWN 1, OHIO 
Please send complete details and sizes for the following 
Truscon Hollow Metal Doors and Frames: 

C) Series 50 0) Series 57 

C) Classic Louver Folding Door 

C) Aluminum Sliding Patio Door 


Name 





Firm 





Address 
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ISSUE 


lumber and building materials 
advertisers alike is an old story. It’s coming 
September 12. 

Hundreds of the latest proved merchandis- 
ca ge wg as -beeg seo tong 9 
using will be in. and 





merchandising ideas will be separated 
ito the 14 product categories shown below. 
above shows a typical picture-and-text 


This layout shows how the third editorial sec- 
tion of the issue—on paint, wood finishes, oils, 
varnishes and paint sundries—will open. ideas 
are profusely illustrated, easy to grasp. 


ae eating Cae se 


oe “= 7eeeNE 
teeta eERS , 
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Section 12—building specialties—will begin 
with this two-page layout of ideas. Each sec- 
tion will detail merchandising success in this 


page layout that opens the second way. Text, while complete, is short, making 
é for fast reading. 


ap 
ERCHANDISING 


SELL 
"OF THESE PRODUCTS 


Doors (Prime & Combination, 


oo les 





HARDWARE BUSINESS 





NEW PRODUCTS 
(begins on page 86) 





Aluminum Weatherstrip with 
Durable Vinyl! Bulb 

A new door and window weather- 
strip made of flexible lifetime alumin- 
um combined with a tough durable vinyl 


bulb has been introduced as Nu-Koil. 
Aluminum cap is notched to allow 
flexibility around corners in doors and 





i ia it 


etckdow *K-80 LUMBERLIFT 


Tailor-Made for Lumber Dealers 


% 8000 pounds capacity 


%& Fork Spread—up to 72 inches 


+c 12 feet of Lift Standard—other Lift Heights available 


The Erickson FK-80 is the Work- 
horse that lumber dealers have 
long waited for—a lift truck with 
all the proven Erickson rugged- 
ness, plus many features espe- 
cially suited for lumber yard 
work. 

Rugged, maneuverable and safe. 
There’s power to spare with an 
Erickson FK-80. New high horse- 
power engine, easily accessible 
with tip-up hood. Twelve inch 
clutch, Timken combination axle 
drive and transmission. Four large 
7.50 x 15 drive tires assure maxi- 
mum traction. Two large 7.50 x 15 
steer tires and long wheel base 


ERICKSON POWER 


assure easy rolling and high flota- 
tion. Standard power steering 
makes the FK-80 easy to maneu- 
ver in the softest ground condi- 
tions. Twin lift cylinders give the 
operator excellent dead-center 
vision and assure safe handling of 
4 ton capacity loads. 

All Fork Lift Truck attach- 
ments and accessories are avail- 
able on FK-80 including Side- 
shifter, Slope-Piler, Swing Shift, 
LP Gas Carburetion, Diesel 
Power, Hydraulic or Mechanical 
Scoops, Overhead Guard, Fork 
Extensions, Snow Plow, Head 
Lights and Tail Lights. 


LIFT TRUCKS, INC. 


267 St. Anthony Bivd. N.E. e Minneapolis, Minnesota 
RY TS a aN A TE META E 
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windows. The vinyl bulb is designed to 
make an airtight seal. 

Market data. Nu-Koil is packed 17’ 
in an individual roll complete with nails, 
installation instructions and a_ handy 
nailing gauge. Suggested retail price is 
$1.25 per roll with 12, 24 or 36 rolls to 
shipping carton. It is an ideal item for 
sale to both do-it-yourselfers and con- 
tractors. Dealer sales aids include en- 
velope stuffers and ad mats. Write to 
Macklanburg-Duncan Co., Dept. AL, 
Box 1197, Oklahoma City 1, Okla. 

Circle No. 240 on Handy Cover Card 


Concrete Block Layer 

Called Blockguide, a new concrete 
block layer is especially designed for 
use by a do-it-yourselfer. With the aid 
of Blockguide, a homeowner can easily 
build his own retaining wall, foundation, 
barbecue areas, fallout shelter or even 
a garage. It also will help experienced 
masons, it is said. 

Offering low labor cost, the unit can 
be used for cinder block construction, 
laying foundation blocks, brickcrete and 
cement blocks. It is placed over the 
foundation, mortar spread, then block 
laid. A vertical spacer controls the uni- 
form space between adjacent blocks, face 
plates properly align the facade and 
horizontal spacers limit thickness of ce- 
ment mortar. A flick of the hand lever 
automatically releases the guide for easy 
withdrawal. 

Market data. Suggested retail price of 
Blockguide is $14.95. It is available di- 
rect from Viscar Associates. Dealer sales 
aids include literature, which may be 
obtained by writing to Viscar Associ- 
ates, Dept. AL, P. O. Box 3, Pleasant- 
ville, N. Y. 


Circle No. 241 on Handy Cover Card 
(continued on page 118) 


Ah-h-hh.. Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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Promote Family-Recreation Rooms 


e Ideas for Ads 
e Complete Layouts 


e High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 

There are now 34 mat pages available. Each page sells for $3.95, 


less in quantities, and you get a iarge heading illustration and from 
six to seven smaller illustrations on every page. With each page, 





we also provide suggested layouts and copy. 


Package 2 


Theme and Project Mat 
Mlustrations Page No. 
Add-a-room (exterior) ........ 23 
Add-a-room (intérior)............ 2 
Add-a-room (sketches) .. 
Attic r00M ......00 
Christmas, headline illus 
Dormer 
Entrance, before-after 
Family-recreation room .... 
Garages 28 
Garage converted to room...... 24 
Get ready for winter.......... wrtece 20 
Home improvement 

(COMPOSIEC) ...cccceocserserseeseeee - 34 








Kitchen 
Modernization Magic 
Money to loan 
Outdoor living 
Paneled room .. 


Planning help .... 
Sywset : 


Roofing 
Screened porch 
Warehouse sale 

















Fencing 
Garage selection 
Hardware 


Home workshop, tools 
Home improvement for interiors... 














Paint 
Plywood 

Porch or 
R tion rooms 


Spring ChECK-UP ........0.cswereeesveeenersees 
Products and 
Applications 














Products and’ 
Applications 
Acoustical tile 
Awning, window 
Caulking 
Christmas patterns 
Combination doors 
Combination windows 
ter top 

Doors, interior 
Fan, kitchen ... 
Fence, picket 
Floor tile 
Hardboard, perforated 
Insulation, blanket 
Insulation, pouring .. 
Kitchen cabinets ........00000 23, 26 
Louvered shutters, interior.... 
Lumber, piece-price 
Paint, exterior 
2 a ronaghoc # 

ing pong Can 
Plywood 


Roof cement 
Roofing, shingles 








Table legs 

Tools, hand 

Train table, plywood.. 
Wall tile 
Weatherstrip 
Wrought iron railing 





Cornice, plywood 
Counter top . 
Cutting BORE ......ccccccsecsscnsserssoncssese 





Pl 
Plywood built-ins 
Plywood handy panels .. 


Doors, screen : Pl 


Fence, ornamental 
Fence, pickets ... 
¥F 


Flooring, hard 
G 








arages 





Your newspaper will 
“cast” this mat page 
metal. The ca 





OC 
ah 
fe. 














THERE’S NO WINTER SLUMP in yards merchandising indoor 
sales packages with ADservice materials. Page 32, above, in 
the ad program makes it easy to go after more recreation room 
business. Other mat pages cover kitchens, attic rooms and many 
individual products such as insulation, paneling, laminates, 
doors—all the related items which make up high-profit, saleable 
packages. ADservice is not a “‘canned" proposition. We fur- 
nish layouts but rely on each dealer to stress his own individual- 
ity, product lines and services to the customer. 


Chicago 3, Il. 





(Circle pages desired) 





ywood p 
Plywood train base ... 
Posts, fence 


Package 1 
1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 11, 12, 13, 
14, 15, 16, 17, 18, 19, 20, 21, 22 


pages @ $3.95 


entire package $82.50 


Package 2 
23, 24, 25, 26, 27, 28, 





Hardboard, perforated . 
Hardboard, wall tile .. 
Hardware, builders’ 
Hose, garden : 











Medicine cabinets ...... ee 
Mortar 


29, 30, 31, 32, 33, 34 





poges @ $3.95 
entire package $44.90 


en 


Catalog Send free catalog 1 
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Hot presses are 
part of the quality story 
at North Pacific Plywood, Inc., 
Tacoma, Wash. No distortion, warp- 
ing or delamination. 







modern 
machinery 
assures 


quality 


production 


sell more... 
profit more...with 


You spend less time on adjustments, have 
more time for selling, with Vanply. It’s top 
quality, and orders are carefully and effi- 
ciently handled. That means more profits for 
you. You save time, too. One call to Vanply 
fills all your requirements for plywood, lum- 


ber and imported products. 


Eeuiong ww. T7lyuood . « « EXTERIOR » INTERIOR * MARINE » SHEATHING » HARDWOODS AND SPECIALTIES 


e FORT VANCOUVER PLYWOOD CO. e NORTH PACIFIC 


WOOD, INC. e TILLAMOOK VENEER CO 
GON PLYWOOD’ e THREE SISTERS PLYWOOD, INC 
CITY PLYWOOD CORP. e PORT PLYWOOD COMPANY 
BRAND HARDBOARD e WHITE CITY PLYWOOD CO 


e VAN-EVAN CO e ROGUE RIVER PLYWOOD CORP 





e SOUTHERN ORE 
e HUB 









ore, 
% 
| PIVANCOUVER PLYWOOD CO 


ut 
viv P. 0. BOX 720 + VANCOUVER, WASHINGTON 


PHONE OXford 3-2514 + TWX VAN—648 
Circle No. 112 on Handy Cover Card 














MANAGEMENT WORKSHOP-IN-PRINT 


Business Precepts for 


Particular People 

















During the series of 95 workshops, the workshop- 
pers have submitted hundreds of favorite mottoes, 
wise sayings, and proverbs. The following selections 
seem to have had the widest appeal to the group. 


* ak cB cs ok ok 
First in a Series 


A man’s life is interesting primarily when he has 
failed—I well know. For it’s a sign that he tried 
to surpass himself. Georges Clemenceau 

The best use of experience is to give added value 
to the present hour and its duty. Emerson 

Success usually comes to those who are too busy 
to be looking for it. Henry Thoreau 

The less favorable the situation, the greater the 
obligation to seize the initiative. Admiral Gladisch. 

Ignorance is not often an asset in business, but 
the courage to admit it always is. Robert Rawls 

Too many business organizations today are de- 
voting their lagging energies not to aggressively push- 
ing the business, but to conserving the company’s 
assets and to trying to maintain their position. 

Only at trees bearing fruit do people throw stones. 
W.G. Benham 

Knowledge is not power; the knowledge of how 
to use knowledge is power. 

You cannot run away from a weakness; you must 
sometime fight it out or perish; and if that be so, 
why not now, and where you stand? Robert Louis 
Stevenson 

Good salesmanship is the growth vitamin of any 
industry. Sydney Skillman 

Management has the obligation to make the 
most of every individual. It seems incredible that the 
potential force inherent in the vast majority of men 
should, unless fortunate, fate or faculty has carved a 
way for them, be left unexplored and unemployed. 
Sheldon 

Great living is a product of time multiplied by in- 
tensity. 

Man is never so wrong as when he acts upon 
prejudice nor so strong as when he admits it. 

Morale is to a company what motivation is to the 
individual. 

Life does not guarantee success to the most able 
and persistent but those who maintain throughout 
life a positive and constructive attitude will reap 
more than the average share. 

Unless you passionately love the job you are do- 
ing, you are missing a great deal from life. 

About 95% of people worship the god of things 
—as they are. A lonely 5% attach tradition, con- 
vention and expediency through a scientific, creative 
and intuitive study of facts, trends and environ- 
ment. 

Common sense is the measure of the possible. 
Frederic Amiel 
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Good judgment comes from experience, and ex- 
perience—well, that comes from poor judgment. 


Behold the turtle; He makes progress only when 
he sticks his neck out. James Bryant Conant 

My code of life and conduct is simply this: work 
hard; play to the allowable limit; disregard equally 
the good and bad opinion of others; never do a 
friend a dirty trick; never grow indignant over any- 
thing; live the moment to the utmost of its possibili- 
ties . . . and be satisfied with life always but never 
with oneself. George Jean Nathan 

Faced with crisis, the man of character falls back 
on himself. He imposes his own stamp on action, 
takes responsibility for it, makes it his own . . . Dif- 
ficulty attracts the man of character because it is in 
embracing it that he realizes himself. Charles de- 
Gaulle 

A strong leader knows that if he develops his as- 
sociates he will be even stronger. James F. Lincoln 

You might as well fall flat on your face as lean 
over too far backward. James Thurber 

So many men in industry are looking for park 
benches along the road where they can sit down and 
rest. But the only park benches I know of are im- 
mediately in front of the undertaker’s place. There is 
no spot in an industrial situation where you can sit 
down and rest. It is a question of change, change, 
change all the time. And it is always going to be 
that way. Charles F. Kettering 

Your attitude determines your altitude. Harry F. 
Banks 

Destiny is not a matter of chance, it is a matter of 
choice; it is not a thing to be waited for, it is a thing 
to be achieved. William Jennings Bryan 

We get the best available minds for the job, then 
make them work over their heads. Admiral Hollo- 
way 

A great many people think they are thinking when 
they are merely rearranging their prejudices. Wil- 
liam James 

Whatever you love you are its master; whatever 
you hate you are its slave. Dagobert D. Rune 

There is always a premium on the ability to get 
things done. 


Readers are invited to send in their own favorites— 
especially those that have a special flavor for lum- 
ber dealers. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—-30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed Replies forwarded without additonal 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








Salesmen—Top rated line yard organization 
has opening for aggressive salesmen in the 
Mid-West area. Good opportunity for ad- 
vancement to management if qualified. Send 
complete details on age, education, experi- 
ence, salary expected. Address Box -24 
American Lumberman & Building Products 
Merchandiser. 





DETAILERS—Experienced in shop drawin, 
for all types of Architectural Millwork. 
Please give uge, experience, availability and 
sample of drawings, if possible. Permanent 
— oyment. Salary commensurate with 
ability and excellent work: conditions. 
Sixty years old midwestern firm. Address 
Box L-40 American Lumberman & Build- 
ing Products Merchandiser. 





BUSINESS FOR SALE 











FOR SALE—Lumber and Builder Supply 
Yard, well established, good reputation, in 
East Central Indiana. Over 1-1/3 acres, 
more than 31,000 sqr. feet under roof. Down 
town location on main street. Population 
over 200,000 in area. Ideal for Cash & Carry 
operation. Spur into yard available. Owner 
retiring. Address Box N-33 American Lum- 
berman & Building Products Merchandiser. 





MACHINERY FOR SALE 








HEAVY DUTY CARRIAGE FOR SALE 


. 72” opening Screw Type blocks 

. #4 Trout set works with 5 HP motor drive 
. 18’ carriage—6 sets of trucks 

. 120 lb. rai refabricated with 6” H beams 
. 3 blocks, each with boss dogs in the knees 
. 2 log dogs ; 

. 2 flippers; all above dogs and flippers air 

opera 
8. 2 heavy roller bearings on each axle 


Carriage located in Healdsburg, California; 
inspect it on property of Maloney-Chambers, 
Healdsburg. Owned by Eastern wholesaler. 
Will our the first reasonable offer and, 
if desired, will take lumber in payment. 
Carriage in excellent condition; all worn 
parts recently replaced. 


Call Stitzinger Lumber Co., Philadelphia, Pa. 
CH8-0600 or write same P. O. Box 4008, 
Philadelphia 18. 





FOR SALE: Three Jay Bee Hammer Mills, 
3-S models. Also several cyclones and 4 
Write Frank Miller & Sons, 2250 58t 
Street, Chicago 36, Illinois. 





FOR SALE 


Changing models permits offering following 
units, kept in fine condition maintenance 
contract: 


Clark Ross Lift Truck model 10H, 28’ lift, 
72” forks, 38” to 66” side shift carriage, 
operator’s guard. Price $4,650.00 


Clark Ross Straddle Carrier - Model 70-6675. 
Price $3,150.00 FOB Chicago. 


HUSS LUMBER COMPANY 
1350 W. Fullerton Ave. 
Chicago 14, Illinois 





MISCELLANEOUS FOR SALE 








Assistant Manager—Young man with educa- 
tion and ability for assistant manager of 
lumberyard in Midwest for leading lineyard 
firm. Excellent opportunity for advancement. 
Give full qualifications and salary expected. 
Address Box N-26 American Lumberman & 
Building Products Merchandiser. 





CONTROLLER-CHIEF ACCOUNTANT, ex- 
perience in er, multiple unit books, 
pretesseiy some M construction 
nowledge. Growing California retail and 
construction company. Address Box N-29 
American Lumberman & Building Products 
Merchandiser. 





LINE YARD SUPERVISOR, experienced re- 
tail merchandiser wanted to supervise group 
of California yards. Write Box N-28 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 


CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





BUSINESS OPPORTUNITIES 











Successful and experienced Oregon whole- 
saler desires to corporate with various 
Retail Lumber Dealers on a corporate basis 
to form a mutually beneficial centralized 
buying office for West Coast Lumber items. 
All replies will be held in strict confidence. 
Address Box M- erican Lumberman 
& Building Products Merchandiser. 





118 


July 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


HARDWARE BUSINESS 





NEW PRODUCTS 


(begins on page 86) 








Two New Trellises 


Two new aluminum trellis- 
es stand 6’ high. Flair-type 
design is 36” wide, while the 
vertical model is 18” wide. 
Both trellises are easily as- 
sembled in only a few mo- 
ments without tools. Al- 
though they do not require 
painting, they may be paint- 
ed for color effect. Both 
models retail at $3- each. 
Aluminum Hardwares, Inc., 
Dept. AL, Harrison St. & 
Circle Ave., Forest Park, Ill. 
Circle No. 236 on Handy Cover Card 


THRESHHOLD »B250 


Aluminum Thresholds 


A regular and bumper- 
type aluminum threshold 
with vinyl inserts are avail- 
able. New models are heavy- 
duty aluminum with locked- 
in durable vinyl strip arched 
for firm, air-tight fit. Both 
are anodized. Available 4” 
wide in desired lengths, they 
are packaged in individual 
see-through heavy vinyl bags 
for over-the-counter sales. 
Shipped 12 to a carton with 
all hardware necessary for 
installation. Westmoreland 
Metal Mfg. Corp., Dept. AL, 
237 Jacksonville Ave., Hat- 
boro, Penna. 

Circle No. 237 on Handy Cover Card 





‘Have You Overlooked This? 


The following manufacturers — carried 
in the July 4 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


American Sisalkraft Corp. 5 
The dependable qualit rot Sisalkraft vapor 
barriers is pre-sold for dealers. 


Bennett Mfg. Co., Richard C. 28 
Write for literature on Bennett's 2-Way 
panel saw. 


Brown & Co. Inc., George C. 44 
Folder on Brown's “Superdecar” offered. 


Commten Biomnes, Ue. oon cccccseccosesenses 29 

Franchises available on Cessna custom pre- 

cut homes. Circle #29 on handy cover 
ecard for further information. 


DAP Inc. .. 3 
DAP invites you to write for catalog and 
details of the dealer program. 


Dexter Lock Div. 
New “Dialmatic” door closers added to the 
Dexter line. 


Hines Lbr. Corp., Edward 
Write for full’ information and free samples 
of John Day pre-cut trim for windows 
and doors. 


Hyster Co. 35 
Literature available on Hyster lift trucks 
with Oil Clutch. 


LibbeyeOwenseFord | Glass Co. 
LeOeF booklet, “For Greater Profits,” 
includes plans for building storage dis- 
play racks in several sizes. 


Louver Mfg. Co. 
Circle #30 on handy cover card to secure 
information on LoManCo “Beauty Line” 
aluminum shutters. 


Macklanburg-Duncan Co. 
M-D calking and glazing compounds are 
featured. Find out about Speed Load 
with “controlled flow” action. 


National Gypsum Co. .......6.eeceeeceees 10 
vee display and promotion material 
pus ‘Do-It” kit for every “Gold 
ond” ceiling tile customer. 


Nevamar Carefree Kitchens, Inc. 8 

Dealers write for complete information 

on franchises available for Nevamar 
Carefree Kitchens. 


Orangeburg Mfg. Co., Div. of 
Flintkote Co. 
Orangeburg announces new “klean-kote” 
root-proof and perforated pipe. 


Penhurst Machine Co. 1 
Use handy cover card to get details about 
Penhurst’s automatic truss machine. 


Pierce & Stevens Chemical Corp. 37 
Color folders, window banners and dem- 


onstration panels offered on “Fabulon 
floor finish. 


Ridge Tool Co. 36 
Lg -_ details on new “Ridgid’’ flaring 
ools. 


Rosboro Lbr. Co. 38 
Free booklet offered—"This is Rosboro.” 


Southeastern Tool & Die Co. 
Write for information on the 
all aluminum self-storing storm door. 
Also ask about complete line of lineals 
for storm windows. 


Sterling Factories 32 
Catalogs and dealer price lists available 
on Sterling’s aluminum products in- 
cluding awning brackets and ornamen- 

tal door grills. 


Tennessee Stove Works 12 
Get prices and folder on the 1960 line of 
Modern Maid gas and electric built-ins. 


TurneAeBore Equipment Co. 

TurneAeBore announces a new develop- 
ment in pre-packaged truss manufactur- 
ing methods with their automatic truss 
cut machine. Write for complete infor- 
mation. 


ADVERTISERS’ 


INDEX 





Acme Steel Co. 
Allied Chemical Corp., 
Barrett Division 
Aluminum Co. of America 
Appalachian Hardwoods 
— a be SE i ere 33: 36 
Azrock Floor Products Div., 
Uvalde Rock Asphalt Co. 


Barrett Division, 
Allied Chemical Corp. ............... 16-17 
Behr-Process Co. 
Better Homes & Gardens, 
National Plan Service, Inc. Div. 
Black & Decker Mfg. Co., The 
Bostitch 


Bradley-Southern Div., 
Potlatch Forests, Inc. 

Bunyan Lbr. Co., Paul 

Butler Manufacturing Co. 


pe ee a 121 
Celotex Corp., The 

Certain-teed Products Corp. 

Cheney Lbr. Co., Inc. 

— Fuel and Iron Corp., 


Diamond Expansion Bolt Co., Inc. 
Dodge Corp., w. 
Dur-O-waL Div., 

Cedar Rapids Block Co. 


Erickson Power Lift Trucks, Inc. 
Exchange Sawmills Sales Co. ............ 119 


Flintkote Co., The 
Formica Corporation, 

Sub. of Cyanamid 
Friden, Inc. 


Georgia-Pacific 

Hamer Lbr. Sales, Inc. 

Hertz Truck Lease Service 

Homasote Company 
Bridgeport Brass C 


Insular Lbr. Sales Corp. ................ 102 
Insulation Board Institute 


Knape & Vogt Mfg. Co. 


Lake Central Airlines 
Lufkin Rule Co., The 


Mack Trucks, Inc. 

Marlite Div. of ——e Corp. 
Mauk Lbr. Co., The C. 

Mauk Seattle Lbr. Cot 
Minnesota Mining and Mfg. Co. 
Molly Corporation 


National Hardware Co. 
National Manufacturing Co. 
National Plan Service, Inc., 
Sub. of Better Homes & Gardens .... 
Nichols Wire & Aluminum Co. 


Pacific Lbr. Co., The 
Parker Hardware Mfg. Corp., S. 
Phifer Wire Products 
Pickering Lbr. Corp. 
Potlatch Forests, Inc., 
Bradley-Southern Div. 
TROUT NE BA dc ans oy Sich aklsuakd Saco'eoeuee 61 


Quaker State Metals Co. 


Red Cedar Shingle Bureau .............. 51 
Republic Steel Cor epee a 111 
Richards-Wilcox Mig. c 3 
Roddis Plywood Corp. 

R.O.W. Window Sales Co. 

Ruberoid Co., Th 


Simpson Logging Co. 
Simpson Redwood Co. 
Southern Screw Co. 


Tarter, Webster & Johnson, Inc. 
Todd Auction Co., J. L. 

Trinity White Cement 
Turnbuckles, Inc. 

Twin-Tilt Truck Co. 


U. S. Gypsum 
U. S. Plywood Corp. 
Universal C.LT. Credit Corp. 


Vancouver Plywood Company 
Versa-Vise 


Waltzinger, Inc. 
Welsh Plywood Corp . 
Will-Burt Company 
Wood-Mosaic Corp. 


Zonolite Company 





EVERY OTHER WEEK... 


Keep in mind that this magazine is published EVERY OTHER WEEK—not just once a 
month. It therefore can and does keep you right up to date on changing sales, mar- 
keting and management methods. It will give you fresh viewpoints and new inspira- 
tion to better your knowledge of WHAT TO DO and HOW TO DO IT. 











MANUFACTURERS 


Since 1879 





EXCHANGE SAWMILLS SaLes Co. 


SOUTHERN and WESTERN WOODS 


Yoncalla Lumber Co. 
Douglas County, Oregon 


928 Grand Ave.—Room 1400 
Kansas City G, Mo. rwx xe-«s4 


DISTRIBUTORS 


Representing: 








Circle No. 113 on Handy Cover Card 
July 18, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


119 





Lives there a man so abnormal that he can’t be stirred by 
a low back formal? 

* * * 

There isn’t much to see in a small town but what you hear 
makes up for it. 

+ * * 

“I wouldn’t worry too much if your son makes mud pies,” 
the psychiutrist consoled the woman. “And the fact that he 
sometimes tries to eat them also is quite normal.” 

“Well, I don’t think so,” argued the woman. “And his wife 
doesn’t either.” 

* a” * 
Things are tough all over department: “How’s your wife! 
“Better’n nothing.” 


9” 


* * * 


Behind every successful man you'll find a woman who has 
nothing to wear. 
+ ~ co 
Let’s pontificate. Summer better than others. That’s all there 
is to it and July if you say otherwise. The source of the best 
in building materials is the MAUK Lumber Co., of course, 


and there’s nothing punny about that. 
* * 8 


Simple Celia says a vacation is something we take when 
we can’t take what we’ve been taking any longer. 
* ” * 


The honeymooning couple was out horseback riding when 
‘the bride’s horse trotted under a low hanging branch. The 
groom stopped his horse, dismounted, glared at his wife’s 
horse, and said, “That’s number one.” 

They proceeded with their ride and a little later the bride’s 
horse stumbled. Again the groom dismounted, looked the 
faulty horse in the eye and said, “That’s number two.” 

The ride continued until a few miles later the bride’s horse 
shied at the sight of a running rabbit, the bride fell off the 
horse, the groom dismounted, shouted “That’s three!” and 
shot the offending horse right between the eyes. 

“You brute!” shrieked the bride. “You’re a sadist, that’s what 
you are!” 

The groom turned to her and said calmly, “That’s one.” 

* * * 


Do You Know What Dep'’t.: 

Do you know what platonic love is? The gun you didn’t 
know was loaded. 

Do you know what romance is? Anything that ends in a 
wedding. 

Do you know what the perfect match is? MAUK and you. 


* * * 


MAUK Seattle Lumber Co. 


Seattie, Washington 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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During 1960, Lake Central Air- 
lines will begin serving many 
cities with GM Powered Prop- 
Jet Convairs. 

@ 350 mph cruising speed 

@ fully pressurized 

@ completely air-conditioned 
@ radar equipped 

@ 52 passenger capacity 
Watch for Lake Central Prop- 


Jet service in the Great Lakes 
and Ohio River Valley areas. 


LAKE CENTRAL 
AIRLINES 


Circle No. 115 on Handy Cover Card 





Money Maker Since 1891 . . . Work-Saving, 
Waste Reducing Layout for Profit Going! 


WILKINSON LUMBER CO. 
AUCTION huce' 


35 Miles From Atlanta & South's Greatest Market 


NEWNAN GA. Prize city limit site on 

’ 

Highway 34 in developing area. New Interstate 

Highway proposed to go right through property. 

@ COMPLETE SAW AND PLANING MILL 

@ PROFITABLE LUMBER-BUILDING SUPPLY 
BUSINESS 





Never Before So 
Much So Good For 


AUG. 3-10 A.M. 


EQUIPMENT OF- 











© VAST ARRAY OF EQUIPMENT, BUILDINGS, ETC. iar Sueenes 


@ SEVER 100,000’ OF DRESSED GRADE 
MARKET LUMBER 


Capitalize On Masterful Planning: 69-year flawless reputation with good 
will, location and equipment for many petitive advantag Mr. Wilki 
veteran industry leader, has earned right to retire and is liquidating this 
business along with houses, land lots, industrial property and many, many 
other assets. Everything goes at price you set. Get set for life. PLANING MILL: 
Neorest one to Atlonta. 5 men run 100,000’ daily. Net $75 to $100,000 be- 
fore taxes with normai running. Great timber area; Million ft. being cut weekly 
in 35-mile radius. Storage space for million ft. Office, display space for 1-stop 
retai! business. Fabulous market. Site on proposed Interstate turnpike & access 
road. Positively no hit or miss proposition. 


VAST ARRAY OF MACHINERY GOING Regardless of price! 
Hundreds of items for easier, better, more profitable operation. Everything 
modern & well-kept. Get items you've needed but have put off buying. We can 
only touch on highlights here, so write for free list. Choose from electric Yates- 
American planer-matcher & band resaw, blower system, feed toble, motors 
galore, conveyors, knife, saw & head grinders, Frick saw mill, G. M. power 
unit, Frick edger, 18,000 Ib. lift truck, tractors, trucks, trailers, buildings, ond 
hundreds of items we can't mention here. 


COME EARLY — Look, check and ask questions. Compare, then be at the auction. 
New 17’ boat to be given away. Barbecue for all. Don't miss it. Values, 


Music, Funl 

BROCHURE! J. L. TODD AUCTION CO. 
Shows pictures and gives full 303 W. Third Street, Phone 4-1656—4-1657 
details. Call or Write for Rome, Georgia 
@ copy. Licensed +» Bonded + Insured 
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another first from Bil f «Well 


ty Caradco 


Bilt-Well Casements 


..- unsurpassed for efficiency and 
low heating and cooling costs 


Sleek, trim BILT-WELL Casements consistently show 
weathertightness far beyond the FHA minimum standards. 
That’s because they’re double-weatherstripped. Where FHA 
commercial standards permit .50 cubic feet per minute infil- 
tration per lineal foot of perimeter at 25 m.p.h. wind speed, 
BILT-WELL Casements, in test after test, admitted only 
.12 cubic feet per minute. Proof of unusual efficiency and 
economy. 


The BILT-WELL Line of Building Woodwork—WiNDOW UNITS, 
Double-hung, Awning, Casement, Basement. CABINETS, Kitchen, 
Multiple-use, Wardrobe, Storage, Vanity-Lavatory. DOORS, Exterior, 
Interior, Screen and Combination. 


Manufactured by CARADCO, Inc. Dubuque, Iowa 


There’ more to sell with 


ei eieuess by Caradco 
woop ¥ worRK 
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The one and only stain- 
less steel and vinyl 
double-weatherstripped 
casement window 
available. 


The BILT-WELL Casement 
Window, engineered for max- 
imum operating efficiency, 
has tubular gasket type 
weatherstripping on stops 





a 


and stainless steel spring leaf j 
\ on all four edges of sash. / 


Teme me 


Look for these BILT-WELL Casement features 


1. Unitized construction facilitates groupings 
2. Concealed, tamper-proof hinges and locks 


3. Nylon bearings, stainless steel track, 
cadmium plated steel hinge arm 


4. Three widths of sash— 16”, 20” and 24” glass 
5. Gold-tone hardware and screens 

6. Angle and radial bays from stock parts 

7. Harmonizing rigid vinyl storm panels 

8. Single or double insulating glass 


9. Dove-tailed frame joints 
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Slay Competitive... 
Use This Handy 
Cover Card... 


to get details fast on the latest new products, 
sales aids, equipment and helpful literature. 





Fastest to use - 


Keep the card folded out as you go through the 
magazine. Circle the numbers on items useful for 


your business. 


Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re- 


quired. 


This card good until November 1, 1960 


Advertised Products 


oe See Soe ee Se 
14 15 16 17 #18 «#19 
27 28 29 3 31 32 
40 41 42 43 44 45 
53 54 35 36 57 58 
66 67 68 69 70 71 
79 80 81 82 83 84 
92 93 94 9 9 97 


7 
20 
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59 
72 
85 
98 


8 
21 
34 
47 
60 
73 
86 
99 


105 106 107 108 109 110 111 112 
118 119 120 121 122 123 124 125 
131 132 133 134 135 136 137 138 
144 145 146 147 148 149 150 151 152 


157 158 159 160 


9 
22 
35 
48 
61 
74 
87 

100 
113 
126 
139 


10 
23 
36 
49 
62 
75 
88 
101 
114 
127 
140 
153 
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115 
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154 
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New Products, Sales Aids, Equipment, 


and Literature 


201 202 203 204 205 206 207 
214 215 216 217 218 219 220 221 222 
227 228 229 230 231 232 233 
240 241 242 243 244 245 246 
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Company 





Address 
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Dealer 


State 





Wholesaler 
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Me Mite 


| Inquiry Card | 


Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


@ covers both editorial and ads. 


@ just one inquiry brings you the 
latest facts from all manufacturers 








checked. 
Inventory is faster, more accurate 
| with Zonal hardware 
g § =| IIMMTIITIIMNII 
V Zo Busy dealers agree that National’s new 
2 ey Decimal Packaging simplifies their job at 
et Ge inventory time. Every National Manufac- 











turing Co. item is packaged in units or 
multiples of ten, instead of a hard-to-fig- 
ure dozen, % dozen, 1% dozen, etc. Na- 
tional’s unit pricing system makes machine 
figuring a snap! 

It all adds up to easier, more accurate 
inventory when you handle the line that’s 
packaged for today’s busy retailer— 
National Manufacturing Co. Write for 
Free catalog. 
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11007 First Avenue Sterling, Mlinois 


: a * NATIONAL MANUFACTURING CO. 
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